ADVERTISER'S waEKLY go> PRICE INCREASE SUGGESTED 


THURSDAY, AUGUST 10, 1950 


tami «07 0.usumme — “FOR LONDON EVENINGS 


Advertiser's 
Weekly 


THE ORGAN OF BRITISH ADVERTISING 


VRP RARE RA 


” ee i 
= ‘ - it, I 
i Pecun kg C 


oe “WE LL ieee 


| b- vou thebiggett aierel | oh & 
ae ee WOMEN EXC — ly | ee 
ae ean buy ai ! 


is a 
lot e” 
. 
ca “ty 4 aes ae i> . * a 4 
ts wt ages mt aan 5? tS aes ee : 
Bi : rs raya se i e Mn a Pes TH: cr 2 
Ste on le rie. oa att A H z . r 
y 


PO kg: Se RR: - Rl i aE ee Ba laa ve im 
i. va < + oe ” + c \ pil ob : . 
7) 
Mie > 
a ao oa RS 
a a 
2 ee 
- 
+ oad 
? Pane 
* 
a — —____—__ - SS : se 
Se ine 
Ff io Ae 
af ve 
a 
ee ‘ 
‘ ms ie ai r ‘ 
: P j ‘4 
G ; 2 int 
2 : = j 4h. 
, 4 | 0 : : 
H J ty: . 
Se > i * 1 | Se *. i 7 os 
ie i NS ad {  ” ae : his r 
Y Be me ee iy Bones ie Soe ae _, dl : 7 : ' il r ie fs nel 8 - 
2 ss «e S64 4G BG BA A ile + 
fi 1 ; Fes 
BI ¢ wit 
q ~ i. 
A] wT ke 
. 4 
RY 7 iiss 
ee i ” i 
Y in 
a: Te 
a oi is EE i 
aay bes a 2S is ae ts 
ee PO ae 
ae ees) Mies a « RO ce me a _ — - : 
, ; 6b &@ a. =| e 
eee ON a oe Ow UR ULL : 
3 = a ia 5 Ee ae , Fae: 7 Meee 
t net 4 . ee “te cr 4 S us y pasa: e he oan a 4 
4 ' ’ ‘4 7" 
re) “ ul "4 
. = a oe povess : : 4 ha 
cae Be Oxi, COS el a 
* 
PHILIP EMANURL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUMD VALUE AMD A sqUASB GuanaNTES poe 4 sraascrt ume @ : 
dl -_— . : . eS Sete Ta a eT - a Sea - ST = 
: is i ; fe oS .' ? . es = x Larne ‘ spa : a : y ; 
fh Se Saeipes me, «Pe Ss a Se Se es <5 -y. ea ee To > 


ae wae 


ADVERTISER'S WEEKLY 


LICENSED TO USE 


DAlnr« Which shines rT, 
DISPLAY CRAFT L: 


Produce showcards, posters « 
window bills far National Advertisers 


RING: BRL. 787/ 


FACTORIES at BRIXTON & BRIXTON HILL 


'e2 F285 


LETTER 


EDITOR 


Cure For The 
Voucher 


Headache 


Sin,—One of the biggest head 
aches in the advertising agency 
is the confusion, frustration, and 
anxiety caused by the indiserimi 
nate receipt of vouchers from the 
publishers. 

When an agency is handling a 
hundred or so accounts, it is 
practically impossible for an un- 
mitiated person to know what 
clients they are for, and when it 
comes to classified, it is abso- 
lutely impossible. On top of 
this, newspapers and magazines 
are frequently received as speci 
mens, and many hours are wasted 
searching for an advertisement 
that is not there. 

We suggest that, wherever 
possible, one voucher and cutting 
should be sent to the agent for 
each advertisement. If possible, 
the page where the advertisement 
appears should be given. This 
should not be difficult, as 
obviously there must be a system 
that ensures that the voucher 
goes out to the proper concern 
It takes the sender a few seconds 
only to indicate the name of the 
advertiser, and this in turn would 
save unlimited time in agencies 

G. ROBERTS, 
Harwood Press (Advertising) Ltd 
47-49 West Street, Harrow 


“Come On, Young 
Blood” 


Sin,-What 1 really want to 
say in this letter is “Come on, 
Young Blood!” 

If ever there was a chance for 
young men and women in adver 
tising to work up to the big 
plums, this is it 

The whole advertising profes- 
sion has been suffering since the 
war from the loss of six years’ 
training time and now it's feel 
ing the pinch badly The 
youngsters of both sexes who 


would normally be coming along 
full of ideas tempered by useful 
training and experience are just 
not about. The ideas are there 
in plenty but they're so often un- 
sound through lack of experience. 
For months advertising chiefs 
look about for new staff; inter- 
view dozens of hopefuls but find 
little or nothing of real value to 
help immediate expansion. And 
what ambitious ideas there are 
about salaries! I know all this 
is true from my talks with other 
advertising agency direc j 
it iS @ very Worrying aspect of 
our work to-day The boys and 
girls coming on in advertising 
wili be the first to recognise that 
a fund of ideas is not enough 
Study, examinations, work in an 
agency are all essential to the 
make-up of a qualified advertis 
ing executive, so there need be 
no discouragement if jobs are re 
fused to eager young blood and 
the search goes on for the com 
bination of eagerness plus experi 
ence. 

I have not the least doubt that 
provided conditions don’t become 
more difficult, advertising is go- 
ing to be full of life and promise 
for those who enjoy it, know 
how to use it and aspire to make 
a career in it It always has 
provided colourful work and a 
good income for those who get 
stuck into it and know how to face 
ind beat competition. As for inter 
est, what other business provides 
such varicty? We have a stake 
in the affairs of all kinds of in 
dustries and no two days are alik 
One is constantly hearing appli 
cants for jobs declare that they 
would like to be in advertising 
and the usual reason is that if is 


so interesting Here, then, we 
have a highly attractive occupa- 
tion. young. and progressive nd 


usually run by thrusting, imagi 
native people. Plenty of oppor 
tunity, here, for adventurous 
spirits to express themselves 
There are jobs galore waiting 
but we must have the training 

1 cannot remember a more 
striking opportunity than this for 
young people setting out to make 
their future in advertising. The 
thing for them to do is to take 
classes, prepare for the A.A. and 
LLP.A. examinations and dig 
ind delve about for information 


and experience in their own ad- 
vertising offices. Quite soon the 
keen people who get to work this 
way will be qualified to take 
some of the jobs that are crying 
out to be filled now; and instead 
of hunting the country high and 
low and pouring out money in 
small advertisements for staff, we 
shall know that the younger ones 
in our business are trained and 
ready to step up when the 
chance is offered. These are the 
jobs that form the backbone for 
future development group 
chiefs, and contact 
men and women; market research 
students; copy-writers; ideas 
people; space buyers and produc- 
tion managers. 

In these positions lies the pros- 
pect of swift advancement to 
management and directorships, 
with all the fun that can be had 
in running a successful agency 
But don't kid yourselves that 
these opportunities because 
they are open to-day—are easily 
taken. You have got to work 
take off 
their coats to it quickest will get 
the plums. 


assistants, 


and tram, and those wh« 


J. H. A. COCKS, 
Managing Director 
Gordon & Gotch Advertising Ltd. 
London. 
P.S. Perhaps I'd better say——here 
and now—that I have no vacan- 
cies at present! 


. ’ 
Making Game 
Of It! 
Sik,-—Following the story about 
advertiser co-operation in road 
safety (ADVERTISERS 
July 27), your readers may be 
nterested in the way i 
Procea Products Ltd. are planning 

to help the campaign 

We have put in hand the pro- 
duction of a safety first " game 
which will be given wide distribu 
tion and is aimed to appeal to 
children 

Designed by Dorland Adver- 
tising Ltd., our advertising agents, 
is played on a four- 
colour board in a similar way to 
snakes and ladders. Penalties are 
mposed for ignoring pedestrian 
crossings and other safety guides 


ine game 


We hope that the game will 
be an effective means of helping 


Ihe BAlGiTest couue sai ait 
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Colour Printers 
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the children to remember their 
curb drill. 
I. C. STAMP, 
Advertising Manager, 
Procea Products Ltd. 
Dean Street, W.1. 


Convention Critic 


Sir,—Ever since the Wembley 
Convention in 1923 1 have been 
profoundly of opinion that con- 
ventions should be platforms for 
advertisers to give their views so 
that the “big shots” could study 
what their viewpoint is 

Alas, instead of this obvious 
principle being acted upon, we 
have the sad spectacle of the ex- 
perts “of Press and Agency” 
talking with Niagara-like flow 
and congratulating themselves. 

Surely conventions attended by 
the mass of advertisers, not 
a mere sprinkling of titled busi- 
ness heads, would teach both 
Press and agencies a lot about 
how to sell the advertising idea 
to those who enable some of us 
to sit in the seats of the mighty 
and on the cushions of Rolls- 
Royce cars! 

DONALD HOWAT, 

Howat Advertising Service Ltd. 
111 Union Street, Glasgow. 


Matter of Inches 


Sir,—1 notice that, in his at- 
tempt to justify a recent rate in- 
crease, Mr. J. F. Goepel claims 
(August 3) that the milinch rate 
of the Evening Gazette, Middles- 
brough, has only increased from 
2d. to 28d. since 1936. 1 would 
remind him, however, that what 
an advertiser buys is not linear 
inches but square inches 

I notice he carefully omits any 
reference to the fact that the 
width of his columns (now 14 
in. against the pre-war 2} in.) used 
to be some 20 per cent higher 
than it is now. Surely this should 
be borne in mind when making 
any rate comparisons? 

A. R. COOPER, 
Publicity Organiser, Norwich 
Union Insurance Societies. 
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The lig liter Your B li 


JOHN BULL is no fly-by-night publishing phenomenon ; g C by 
© 
s 
& 


—but one of Britain’s great home magazines long and deeply 
established in the heart of Britain’s biggest and best 

market. It is the only million-weekly of its type 
available to advertisers—a big, colourful 
giant which has put its old, long 
proved family appeal into modern 
dress. Products advertised in 
JOHN BULL are believed 
in and bought by the cream 
of Britain's mass market 
families. 


the Noe Sa ane 
you need — 


JOHN BULLS -... 


over a million families 
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WOMAN’S JOURNAL 


(fo fhyishociul 


OF MONTHLY JOURNALS FOR WOMEN... 


WOMAN’S JOURNAL is unique. feminine interest. Today its prestige 
No other quality magazine reaches is greater than ever. So is its 
so many women among the higher pulling power for advertisers of 
income groups, nor offers them every product of quality. It is 


such a wealth of exclusive good business to plan your 


features devoted to every schedules well ahead... 


AN A-P PUBLICATION - 2/- MONTHLY - PAGE RATE £300 
SALES EXCEED 


550,000 
——wn ; ; ; et 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LIMITED, LONDON 
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Three-halfpenny Evening Papers Suggested 
For London 


TIME IS RIPE FOR INCREASE, SAYS 
CROSFIELD OF “THE STAR” 


The hardening attitude of advertisers who believe that 


national penny 


prices should be increased to relieve 


newspaper 
advertisement rates is reinforced by the views of Mr. B. F. 
director, Daily News Ltd., publishers, News 


Crosfield, managing 
Chronicle and The Star. 

He says the three London 
evenings should add a halfpenny 
even if the national mornings 
resist the proposal. 

Mr. Crosfield told Apver- 
riser’s WEEKLY: “My own view 
is that the time has come when 
the price of both National news- 
papers and London’ evening 
Newspapers might reasonably be 
raised to 14d. 

“Because of the = difficult 
problems involved, it seems 
uhlikely that unanimity could be 
arrived at among the morning 
papers, and without unanimity I 
do not think any rise in price 
will come about. It should not 
be so difficult to secure agree- 
ment among the three evening 
papers, and I see no reason why 
they should not raise their price 
to lid. even if the morning 
nationals do not. 


Early Sales Losses 

Soon Recovered 

“Provincial experience has been 
that, immediately following a 
rise in price, there has been a 
slight diminution of sale which, 
however, quickly recovers and in 
most cases now surpasses what 
it was at the previous lower price. 

“The sales of all three London 
evening papers are on the up- 
grade, particularly so in the case 
{ “The Star.” Now would be a 
suitable time to put the prices up. 

“One justification for charging 
14d. for the evening newspapers 
is the extremely high cost of 
distribution in their case. Of 
course, the costs of both road 
and rail distribution have in- 
creased heavily of late as well 
as the costs of newsprint, ink, 
wages and every other item. 
“The advertising rate of The 


Star compares most favourably 
with its pre-war figure. In 1939 
the price per inch per thousand 
was 147d. Based on the average 
circulation for the first six months 
of 1950 the cost per inch per 
thousand was 1:76d.—nit quite 
20 per cent more, while the cost 
of newsprint has increased to 
nearly four times. 

“While some increase in its 
advertising rate is inevitable, it 
must be emphasised that the cost 
of advertising in The Star to-day 
is substantially lower than could 
be expected by comparison with 
pre-war values.” 

Principal of the problems to 
which Mr. Crosfield refers is that 
of the extra revenue that would 
accrue to newspapers with very 
large circulations, for example, 
the Daily Mirror 4.566.930, and 
the Daily Express, 4,192,650 
Even if advertisement rates were 
reduced, the amount of such 
revenue would be embarrassing 

The papers concerned would 
appear to be profiteering, but in 


view of the Government's divi- 
dend limitation policy. share- 
holders might derive little direct 
benefit. Moreover, extravagant 
administration would be en- 
couraged. 

While some newspapers, for 
these reasons, do not view favour- 
ably any suggestion that selling 
prices should be increased, others 
with smaller sales cannot alone 
take a step that would place them 
at a competitive disadvantage 


“STAR” RATE UP 


Advertisement rates for The 
Star are to be increased from 
September 1: the basic rate per 
s.c.i. goes up from £9 to £10. 

The Star says: “The present 
advertisement rate wes estab 
lished in September [947 and 
based on a daily net sale of 
1,079,848 copies per issue 

“The average was 1,228,403 
copies for the first six months of 
1980. During June the figure 
was 1,246,783 

“This growing circulation, 
coupled with the general increase 
in production costs, now makes 
it necessary to bring rates into 
lines with the current situation.” 

The Evening News recently 
announced a rate increase of 4s 
per s.c.i, (ROP) to take effect on 
September 1. Average certified 
net sale for January to June 1950 
was 1,752,166 

The Evening Standard rate 
remains at £9 per s.c.i. Average 
certified net sale for January to 
June 1950 was 861,671 


for Advertising 


Collins’ To 
Allow 15% *% 


Collins’ Magazine for Boys and 
Girls is to increase commission to 
advertising agencies from 10 to 
1S per cent with the October 
issue 

Announcing this, Mr. R. A. 
Paterson, advertisement manager, 
said: “Our current advertising 
campaign is pulling well and we 
feel that with an increased circu- 
lation we should Help in some 
way to meet rising production 
costs.” 


Ad. Finds Lost Dog : 
Dog Bites Ad. Man 


From Editor and Publisher 
comes a story which should be 
a warning to classified advertise- 
ment men 

A lady telephoned a classified 
advertisement to the Deseret News, 
published in Salt Lake City, ask- 
ing for news of a lost dog. The 
dog was found, but the lady did 
not send the money A repre- 
sentative went to see her, and 
though he collected the money, 
was bitten severely by the dog! 


Two Join B.E.T.R.O. 

J. Walter Thompson Co., Lid., 
and Potter & Clarke Ltd. have 
applied for membership of the 
British Export Trade Research 
Organisation 


HOME NOTES 
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Hit By Space Shortage, Big Agency 
Enlarges Film Studio 


TO COMPLETE HUNDRED 


PRODUCTIONS THIS YEAR 


Because of the continued re- 
striction on Press advertising 
space, and the prospect of the 
shortage continuing, Lintas 
Ltd., which serves the Lever 
Brothers and Unilever group, 
believes that films have an in- 
creasingly important role to play 
in advertising. 

Its studio has been consider- 
ably expanded and modernised, 
has moved into the old 
Daily News building in Salisbury 
Square, Fleet Street, and is now 
claimed to be the most complete 
photographic and film studio in 
any advertising agency in Britain, 
and probably the world. 

The new studio is already func- 
tioning; it provides black and white 
and colour photographs for ad- 
vertisements, and makes advertis- 
ing films in black and white and 
colour. The existing process de- 
partment is being added to and 
will soon be housed in the same 
building. 

All these departments § are 
“tailor made,” in that they are 
designed specifically for the job 
they are to do. The photographic 
studio is equipped to turn out con- 
sistently high quality colour photo- 
graphs in quantity The film 
studio, though not as elaborate as 
those used for making feature 
films, is laid out to do the job 
required of it quickly, cheaply 
and conveniently 

The process department will 
achieve ten per cent greater out- 
put than the present department, 
using the same amount of labour 

The photographic and film 
studios have been re-equipped 
with modern lighting, cameras 
and power plant worth about 
£8,000, and there is an up-to- 
date editing and cutting room 
where sound tracks may be 
dubbed 

A classified index of models, 
most of them under contract, is 
maintained, and the studio has 
dressing rooms, make-up facili 
ties, and a property department 
which often supplies film com 
panies with material 

All departments are under the 
control of executives who com 
bine with their technical know- 
ledge a complete understanding 
of the special requirements of an 


“OLD BEN” AIDS 48 


At the July meeting of the 
management committee of “Old 
Ren” (Newsvendors’ Benevolent 
Society) 48 applications for assist- 
ance were considered and grants 
totalling £912 8s. 6d. were made 

The 1951 edition of the “Old 
Ben” Diary has gone to press 
and will again retail at 3s. 1d. 


advertising agency. All have, in 
fact, “grown up” in Lintas 

In control of advertising film 
production is Mr. Harold Cooper, 
who works closely with Mr 
R. W. Bond, studio manager 
Mr. T. J. Brown is in charge of 
the process department. 

The task of the studio is to 
provide ajl advertising photo- 
graphic requirements for Lever 
Brothers and Unilever companies 
at home, and for other clients 
abroad, and to make films for 
the whole Lever concern outside 
America (where advertising films 


afe not yet well established). 
Last year the studio turned out 
3,168 copy negatives, and 36,802 
prints and enlargements. Orders 
for more than 25 prints are com- 
pleted outside. Output for the 
first three months this year was 
greater. During 1950 about 100 
advertising films will be made. 
Recently Mr. Cooper went to 
West Africa and made a 50-minute 
documentary film “The Tree 
of Life” for A.C.B. of Brussels, 


the Belgian subsidiary. This has 
won several! awards, and a 
shortened version “Congo 


Harvest” is being shown at the 
Edinburgh Festiva! this month. 
The film department may soon 
begin making films of domestic 
interest to Lever Brothers person- 
nel as a part of works relations. 


The new Lintas film studio at work, making an advertising film 
‘ in colour. 


“TWO FRED'S” MATCH—SEPT. 6 


Arrangements are well in hand 
for the Two Fred's Match in aid 
of N.A.BS. which takes place 
at Finchley Cricket Club on 
September 6. 

A marquee is being erected in 
the ground and luncheon and 
tea will be available The 
ground is easily accessible, but, 
for those who want it, transport 
will leave Salisbury Square for 
the ground at 10 a.m 

The match will start at cleven 
and stumps will be drawn at six 
Immediately after the close of 
play there will be the usual 


Religious Press 


A suggestion that newsprint 
for religious newspapers should 
be allocated to the group, for 
internal distribution according 
to the needs of its members, was 
made in a letter to The Times 
written by Mr. David Kessler, 
chairman of the Religious 
Weekly Press Group 

The letter said: “In any dis- 
cussion of the newsprint situation 
the claims of the religious news- 
papers should not be overlooked, 
yet in the House of Commons 
debate on July 27 no mention 


auction sale of the many articles 
given by well-wishers of N.A.B.S. 

Last year the National Adver- 
tising Benevolent Society bene- 
fited by more than £900 from 
this function. It is hoped that 
as many as possible will attend 
this year. 


( F. Moore & Sons Ltd., 
London, are marketing a new 
product for the protection of 
zincos against corrosion, under 
the name of Cefmor Patracryl- 
Zinco-Wrap 


Group Calls For 
was made of this important 
section of the Press 

“Whereas it is true that not all 
the religious newspapers consume 
their full quota of newsprint, 
there are others which urgently 
require a greater quantity than 
is allocated to them. Would it 
not be possible for groups of 
papers, such as this, which is 
compact and homogeneous, to be 
considered, for rationing pur- 
poses, as a unit and to receive 
a total allocation of newsprint 
for distribution according to the 
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Festival Hall Ads. : 


No Speculative 
Schemes 
Following criticism from agen- 
cies who had been asked by the 
London County Council to 
submit “speculative schemes” 
for the advertisi of the 
Royal Festival Hall, Mr. J. 
Shove, general manager of the 
Hall, has sent out an amending 
letter bringing the invitation for 
tenders into line with current 


It was explained that the 
original letter was sent out as a 
result of a misunderstanding. 


Bus Side Blanked 
In News Picture 


Leading picture on the front 
pages of the Manchester Evening 
News and Evening Chronicle \ast 
Thursday showed a double-deck 
Corporation bus more than half 
submerged in a pit lodge. Only 
the top part was visible, includ- 
ing the side pane! which carried 
an advertisement for Turog. 

The Manchester Evening News 
published the picture as taken, 
clearly showing the advertisement; 
the Evening Chronicle, however, 
blanked it out. 


Berlin Papers Form 
Ad. Group 


To serve four German news- 
papers and periodicals edited 
under British licence. an adver- 
tisement agency called “Iwag” 
(Internationale Werbe- und An- 
zeigen-Gesellschaft) has been 
established in Berlin, representing 
Telegraf, daily; Depesche, even- 
ing: Jilus, illustrated weekly: 
Berliner Sport Toto, football 
weekly 

All these papers are represented 
in Britain by Albert Milhado & 
Co., Ltd. 


Northampton Trade 
Show in October 
Northampton Home and 
Trades Exhibition will be held 
at Northampton Drill Hall from 
October 18-28. It will be adver- 
tised by way of Press, posters. 
showcards, public transport, car 
stickers, radio vans, and trade 

papers. 


Newsprint Pool 


relative needs of its members? 
If this could be done, the news- 
print which was not consumed 
by one member of the group 
would be allotted to colleagues 
in the group who had need of it, 
instead of being thrown back—as 
at present—into the general pool 
where the effect of so small an 
extra quantity is entirely lost.” 
Mr. Kessler told ADVERTISER'S 
Weex ty that the matter had been 
discussed within the group, which 
numbered 18 members. 
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About Posters 


At an outdoor advertising 
inquiry heard by a Ministry of 
Town and Country Planning 
inspector at Nottingham last 
week, More O’Ferrall Lid.. of 
London, were secking permis- 
sion to’ erect sites on land 
which had been scheduled for a 
factory building, operations on 
which had been suspended 

‘For the Corporation to hold 
up its hands in horror and to sug- 
gest that factories don't want to 
advertise what they produce ‘s 
sheer nonsense,” Mr. Lyons said 
He maintained that advertisement 
boards fronted by floral effects 
would do nothing to spoil exist- 
ing amenities 

Mr. Hugh Lawson, deputy city 
engineer, opposed the application 
on the grounds that large adver- 
tisement boards such as were 
proposed—more than 1,000 sq 
ft. altogether—would interfere 
with existing amenities 

Findings will be made known 
later 


Peg Guide Rates, 
U.D.C. Urged 


Sidmouth Hotels Association is 
to suggest to the Sidmouth Urban 
Council that there be no increase 
in the advertisement rates for 
the 1951 town guide, nor in the 
number of copies issued 

The Council's Publicity Com 
mittee had recommended that the 
rates be increased by two guineas 
a page, and that 15,000 copies 
be printed instead of 10,000, The 
association is to urge the Council 
to set up a joint publicity com- 
mittee to direct the town's adver- 
tising. 


TEXTILE DISPLAYS 
‘IN MODERN STYLE’ 

An autumn display week is to 
be organised by the Wholesale 
Textile Organisation in London 
from September 11-15, and at 
other times in other areas 

A leaflet sent to members sug- 
gests that each house should 
arranee displays “in modern 
style” and invite customers by 
leaflet. or by advertising in trade 
journals Members are offered 
W.T.A. blocks and a symbol 


Paper And Printing 


° * 

Production Rises 

Production of paper and print- 
ing is 24 per cent higher than a 
year ago, the largest increase in 
any of the major imdustries, ac- 
cording to the Central Office of 
Information 


Irish Censor Bans 
More Publications 


Pageant and Argosy are among 
thirty magazines—mostly Ameri- 
can fiction—-recently placed under 
temporary ban by the Irish 
Censorship of Publications Board 


‘Sheer Nonsense’ 
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AMALGAMATED PRESS TAKES OVER, BUT— 


‘Everybody’s’ Personnel, 


Policy Unchanged 


Apart from the retirement of 
Mr. Frederick Poke, who has 
controlled Everybody's Weekly 
for many years, no changes are 
contemplated as a result of its 
acquisition by Amalgamated 
Press, states his son, Mr. Greville 
Poke, the editor. 

Although A.P. have acquired 
the shares, Everybody's Publica- 
tions Ltd, 
would, he 


tion as a 


tity at its 
present ad 
dress. Mr 


Bro wa, 
m a oa ging 
director, and 
Mr. W. A. “ 
Hawkes, 3m 
director of Ge fa 
Amal- 
gamated Frederick 
Press, had he built 
joined = tthe 
board of 
Everybody's Publications Ltd., 
the other two directors being Mr. 
Greville Poke himself and Miss 
Jessie Smith 

Mr. G. Lindley Sparkes con- 
tinues as advertisement director 

Mr. Frederick Poke, under 
whose control Everybody's 
Weekly has reached a circulation 
of about a million, and who now 
retires at the age of 66, has been 


Poke 
“Every- 
body's” 


D.P.A. Branch Expands 


In The Midlan 

Boundaries of the Midland 
branch of the Display Producers 
and Screen Printers Association 
have been revised, and now take 
in the counties of Shropshire, 
Staffordshire, Derbyshire, Not- 
tinghamshire, Worcestershire, 
Warwickshire and Leicestershire. 


connected with print since he was 
ten, when he delivered papers to 
his father’s customers in Chelsea 
Later, having graduated in the 
circulation departments of the 
Daily Mirror, Daily Mail, and 
The Times, he took over, at the 
age of 30, the management of the 
old Competitors’ Journal, a two- 
penny weekly that depended 
entirely on competitions and was 
losing moncy. 

When, in 1925, Mr. Poke 
obtained control, its circulation 
was 125,000. He changed its 
title to Everybody's Weekly 

> 

Liquor Ads. Ban 

> 
May Lift 

Belfast City Council's Trans- 
port Committee have endorsed 
their previous recommendation 
that a contract for advertisements 
(including alcoholic liquors) on 
civic velngles should be accepted. 

The current contract expires 
on October 31 and the Commit- 
tee decided in June to recommend 
the Council to aceept the tender 
of Frank Mason & Co. Ltd, 
London, for the five-year term 
beginning November |, at a 
figure of approximately £77,800 

At their meeting on July 3 the 
Council heard «a deputation 
yheaded by the Dean of Belfast 
(Rev, R. C. H. G. Elliott) protest- 
ing against liquor advertisements 
appearing on the Corporation's 
vehicles. Following a lengthy 
discussion the Council referred 
the recommendation back to the 
Committee for further considera- 
tion. 

The Committee’s endorsement 
of his previous recommendation 
will be considered by the Council 
when it meets on September | 


Borough Polytechnic will start 
a course on silk screen printing 
on September 18 


A Copenhagen bookseller, Gunnar Knudsen, has won a trip to 
Britain for this window display, featuring the Book “Her er England” 


(“Here is England’). 


He is coming to Britain at the end of the 


month, and will be shown the country by the British Travel and 


Holidays Association Press departmest. 


This ingenious promotion piece 

put out recently by the “Daily 

Telegraph” has shown itself to 
be very popular 


W. H. Smith 
‘Not Monopolists’ 


Mr. D. J. Smith, chairman, 
W. H. Smith & Son (Holdings) 
told shareholders at the annual 
meeting last week: 

“Statements have been made 
from time to time that Smiths 
are monopolists. This is far 
from the truth 

“There are, in fact, two main 
bookstall contractors besides 
ourselves jn Great Britain, and 
there are many thousands of 
retail newsagents and book 
sellers and stationers, and many 
hundreds of wholesalers. We 
are in fair competition with all 
these traders. 

“This is a far healthier state 
of affairs both for the public 
and for ourselves than if we 
could claim a monopoly.” 


Agreement Gives 
Litho Men More 


As a result of a new national 
agreement on wages between the 
Amalgamated Society of Litho 
graphic Printers and the British 
Federation of Master Printers, 
the increases in basic rates re- 
cently awarded by the National 
Arbitration Tribunal will in most 
instances apply to craftsmen 
members of the A.S.L.P. in each 
grade. 

These are: London, %s.; Grade 
1, 8s. 6d.; Grade Il, 7s. 6d, The 
new minimum grade rates are: 
London, 142s. 6d.; Grade 1, 131s.; 
Grade Il, 127s. 6d. 

Negotiations. were resumed, 
states the B.F.MP., after the 
A.S.L.P. had withdrawn overtime 
ban “and other aggressive action.” 


MAY BE TAX FREE, SOON 


The Treasury are considering 
making an Order under Section 
21 of the Finance Act, 1948, to 
exempt from purchase tax those 
“tabels, tags, gummed seals and 
other marking tickets” which are 
at present chargeable. 
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ADVERTISER'S WEEKLY 
CLUB NEWS 


New C.D.C. Plan 
For Extending 
Club Movement 


A revised scheme for the ex- 
tension of the club movement 
has been approved by the Club 
Development Committee of the 
Advertising Association. 

The plan, prepared by Com- 
mander Alan Robertson-Mac- 
donald, the chairman, makes 
existing clubs responsible for the 
formation of new organisations in 
their areas. This will be done 
either on their own initiative, sub- 
ject to approval, or at the request 
of the Association 

The purpose of the scheme is 
to ensure that each new club is 
fully representative of local ad- 
vertisers, agents and newspapers. 
Established clubs will assist in 
initial organisation. 

Proposals for new clubs made 
to the Advertising Association 
will be referred to existing organ- 
isations whose recommendations 
will be considered by the Devel- 
opment Committee, 


Ad. Women Help 
In Congress 


Members of the Women's Ad- 
vertising Club of London did 
much useful work behind the 
senes of the Fifth Congress of 
the International Federation of 
Business and Professional Women 
in London last week 

Miss Doris Richardson (Nor 
man Kark Publications), presi- 
dent of the Club, organised the 
reception for overseas delegates 
which, as reported last week, was 
held at the Wine and Food 
Society. 

Miss Edna Shrives (Berlei 
Corsets), hon. P.R.O., planned 
and compiled the souvenir pro 
gramme. Mrs. Mary Gowing 
iS. H. Benson) was hon. publicity 
consultant for the Congress. Miss 
Vera A. B. Wright (S. H. Wright) 
is vice-chairman of the executive 
committee, British Federation of 
Business and Professional 
Women Miss Marjorie Wen- 
moth (Griffiths and Millington) 
is chairman of the membership 
sub-committee, British Federation 
Miss Sybil Mawdesley is adver 
tisement manager of British 
Vogue Export Book, which or- 
ganised the British fashion show 
(reported last week) attended by 
more than two hundred delegates 
to the Congress. Miss Beatrice 
Berman is advertisement manager 
of Women at Work, journal of 
the British Federation 

Several members of the Club 
acted as hostesses to individual 
visitors from overseas 


The Publicity Club of Leeds 
goes on a “Little Journey” to 
Yeadon Acrodrome next Wed- 
nesday. 
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NEWS ABOUT PROPLE 


A. E. Prince 


A. E. Prince has been ap- 
pointed creative designer for 
packaging and display material at 


Publicity Arts Ltd. Before the 
war he was engaged in free-lance 
designing and since has been art 
director with companies special- 
ising in display and packaging 

* . 


C. Cooke has joined Publicity 
Art Ltd. as a senior creative de 
signer for the production of 
printed matter and publicity 
material. He was on the staff of 
Editorial Consultants Ltd. 

* . > 

R. L. B, Wimbush, Press officer 
of the British Rayon Federation, 
is joining the public relations 
staff of Ford Motor Co. Ltd. 

* * * 


1. Claughton Darbyshire, edi- 
torial consultant, is shortly turn- 
ing his business into a limited 
company, L. Claughton Darby- 
shire Ltd., of which he will be 
managing director. He has been 
joined by R. EL Bamf 
designer, a8 an associate, who 
will be a director of the new com 
pany. Mr. Darbyshire has occu- 
pied new offices at 2, 3, 5, Studio 
Place, S.W.1. 

* * . 

Clive Hicks, who formerly 
handled the G.E.C. and Ferguson 
radio and television accounts 
with the London Press Exchange 
copy detail department, has 
joined Erwin, Wasey im their de- 
tail service department, and will 
be handling the Philips radio and 
tclevision account. 


* 

P. Vv. Yates 
has joined 
Nelson Ad 
vertising Ser- 
vice Ltd. as 
space buyer 
and account 
execu tive, 
He was fre 
cently with 
the advertis- 
ing depart- 
ment of 
Electric and 
Musical In- 
dustries Ltd., 
and before that with C. D. 
Notley Advertising Ltd. 


Cyril Cooke 


H. A. G. Worth 


H. A. G. Worth, who has 
resigned tH® position of district 


operating superintendent of 
British Railways (Western 
Region) at Exeter, has become 
maiaging director of Griffiths & 
Millington Ltd. 

Mr. Worth was trade adver- 
tising agent for the Great 
Western Railway from 1934 to 
1937, and then served with the 
London Passenger Transport 
commercial advertising Office 
until 1941. In 1942 he went to 


Exeter as G.W.R. divisional 
superintendent. 
* . * 
Hewitt, Ogilvy, Benson & 
Mather Inc., have appointed 


three new executives in America 
They are Robert Simpers, Marion 
Law, Jar., and Rita Wagner. 
Mr. Simpers, who is an account 
executive, has been in the 
agency business for 35 years, 
and ran his own organi 
sation until 1941, when he joined 
the J. Walter Thompson Co 
Mr. Law has for the past two 
years served as public relations 
counsel for the Society of Motor 
Manufacturers and Traders 
(Great Britain), and has joined 
H. O. B. M. as public relations 
director. Miss Rita Wagner has 
worked at Gimbels, McCann- 
Erickson and Hirshon-Garfield 


She will work on women's 
accounts. 
* * * 


After two years as assistant to 
Andrew Reid on Press publicity. 
Peter D. Bishop has joined the 
public relations staff at A. E. I 
Mash and Associates. Before 
joining Andrew Reid he was 
assistant P.R.O. with the Copper 
Development Association. 

* * * 

R. V. Herring, who has been 
associated with the publicity 
department of the General 
Accident Fire and Life Assur- 
ance Corporation Ltd. since 1946, 
has been appointed publicity 
manager. He succeeds F. C. 
Schilling, the Corporation's 
executive representative in 
London Mr. Herring, at one 
time with Glover's advertising 
of Bristol, joined the General 
Accident Co. in 1936. 
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H. A. G. Worth Joins 
Griffiths & Millington 


E. A. Gorton Now 
Hoover Press Officer 


Three New Executives 


At H.O.B.M. 


P. V. Yates Becomes 
Nelson Space Buyer 


Edward Arthur Gorton, Press 
officer at B.O.A.C., is leaving to 


— Press officer to Hoover 
td. 

Mr. Gorton gained his early 
publicity experience with W. S 
Crawford Ltd. and in 1934 joined 
Imperial Airways as assistant to 
the advertising manager. After 
wartime service he returned to 
B.O.A.C. on the Press side 

* * * 

Ralph Rolls has joined Evans 
Brothers Ltd. as general book 
sales manager. 

* * . 

Anne Price, who has been in 
charge of film programmes at 
Voice and Vision since 1946 and 
on the editorial side for the last 
six months, will succeed Sylvia 
Forman, P.R. executive, who is 
leaving the firm to get married. 

. * 7: 

Christina Brock, «a former 
director of Associated General 
Publicity Ltd., has been appointed 
copywriter / visualiser to the 
London Co-operative Society. 


> 
Agency Cricket 

Losing their third match in 
succession the cricket team of 
G. Street & Co. were beaten by 
two wickets by Westinghouse 
Brake & Signal at Barnet on Sun- 
day. On August 19 they play the 
Times C.C., and the following 
day Char!wood C.C. This match 
was afranged by Mr. Lionel 
Jackson, chairman of G. Street & 
Co, Ltd., who lives at Charlwood. 


Sir Emsicy Carr Memorial 
Trophy of the Press Golfing 
Society was won by Ron Everett, 
director, Australian Trade Press 
Agency Ltd., at Sunningdale on 
Friday 


OBITUARY. a 
L. T. Collins 


Circulation manager of the 
Sunday Graphic since last 
December, Mr. Lawrence T. 
Collins has died, aged 59. He 
had been with Kemsley News- 
papers Ltd. (then Allied News- 
papers) since 1933, and in 1939 
was appointed circulation mana- 
ger of the Daily Sketch. 


Roland Powell 


Mr. Roland Powell, a member 
of the social committee of the 
Publicity Club of Leeds, died 
suddenly on holiday in the Isle 
of Man last Thursday 
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N.A.G.S. Summer Meeting, Walton Heath 


PICTURES 
EXCLUSIVE TO 
— . “ADVERTISER'S 
WEEKLY” 


1. EB. Noe Bvans. winner of The 
Times Cup and the Hon PG 
Campbell, winner of the Dally Mai 
Cup 

2. A. Nelson Allen (vie captain) 
watches — C. Millard drive off 

5. Captain and vice-captain 


4. Philip Hudgell (secretary) with 
Patterson and RB A. Penney 


6 | W. Bereem lone Cook and 
Howard 


7? Charles Davey ond A Fyffe. 
sauld 
John Rowwkk, Geor Bei! 
A W Newton, Hedley Te Mas 
and) WA 
Gitte an D OW 
Dunbar and KS 


& G. Wer. H. M. Garland. 
and Charles Graves 


oy 4 > Ls Fa —. a 
* = y : i 4 “ = 
; ee 
if een a 
; Bhs . oy . — ; 
i Bi fk | . ‘ 1 see ¥ SN 
cm “ aS (ae ee Des e i, Baa Rae a: 
sel "7 mh ~ 7. i F ' ™ 
i oy ae xe he . ° bd } oy a Bea * bd ‘8 ) 
; a2 $i tie 9 Ate a rs a Sh iJ 
+ x >) hie " . cae is = aii > 
4 oe ie? eae > a 3 + 
| . Ss oa: ; 
4 “" ee ae ae 7 
F as . RS eae ——_ 
: ee ¢ +e iS ie ~ 4 
a y ee to Oma” ea e 
‘) I ee ee a “ » 
’ Rr € ; + oe ‘ 
a K ’ —, va Re 4 r 
hs ‘ I eo ee et .G ee 
4 ‘ “ See ad , "ag . ; ; 
= Ss —_ hela - - 4 ; y rf ‘ x Re Yay 4 } 
i ; ee ‘a. ae —&§g eles Ll Sar ;. eee. YS 
ae a er : - 7 e x, 4 : Btw is _- “ 
oa out. a ana ! a = i ani : a : en 
Fae aes. AZ: - Oh ces ; “ead & le ps aoe , = ? fois 2 ba a . aa — 
~ ve 4 ene B ‘ Pea 4 - c : t a : oy 4 ; 
Re ¢ Et tin ES ! =. Py on “ : tte fg. ae 
. 2 eo eS a . &§£ | § a 
| > eae te. bes Ze Paes 
e . oo = ee ee ! 
of ee a. eae te ‘ + | 
7 , 494.3) _ H . P q eS “3 
, ” tl b os a. fr 1 oa. f - 7 a 
a ~- ee te ax aa 
a? , Bt < } 7 , 1 
yy 7 ss ar . we ' ~ oa! | war 4 a ¢: L ae 
ae wi @,4 4 ‘e / ; thet + t ae Ps 2 : Pa i! 4a , e ia 
28 | ‘sf err” | 
r ei: & q rte Le os Be ¥ oar » ne ) ) } 
‘ : ao. aS - ad : wo rt “4 ¥ . £3 - 
a rae . a ; > Pt a i. 
ie Re ~ an up Eas: b- eae ? 
r) a rel <e oer yas. ae : 4 y ki > } : , / dil =y 4 : 
tn th : g \ : is) ~*~ “y 5, ty ‘ i Fy eee - Fs . - \/ 
r dt See Ps S 4 ae eon ee ih ¢ , 4 . ‘| | 
, es = 4 : of ee ae ak te 
‘ os 7 o a ee aes . a : ar ; * t+ R g : d 
: 4 ro it '@ | | a 
"1 3 as SET . ug | ‘ hes : 
wt Be) ; 
% oe . ts A 
ip —_. a ‘ ¢! ’ ; = P Jay 6 i =I 
on 4 7 . aks ~ ; 
ro Be he { s 5 7 . -M e et 3 
: ia ~ es ; < & a ~ : 
oe ' mala = es Be co “<l ei . 5 
2 a ; : a! — aa ; - 
ies” = : ea ee - ae ed . y 
| [ Se | a 21 8 g 
~ & ~ Te 7 , y ' a | Biytt 
ee | ee ~==> a Sonus, ‘ “ , ; 
t 5 7. a. : ad = Prete rug ty 
She | ow . _ 
3 aie i.’ ; oan -_ 
haat --F ‘J ~ Ta * a 
‘ 0 m 2 
= ‘ & » 5 
: ) x / 
. e A : y, 
ae - . : / - ‘ 
: ¥ ee a es . B 7) 
7 , e euica , he: 37 : .* ait ag BS yeu * a = > . = ; Be on ~ tired with Lt ® 
= 7 wis ae ; id - iz Peart ru) oster Ne r Mex « 
‘ £ ‘ es a2 “hal ings 2 is $ ve 77 y. - co} W FE Blanc oad | Dace. 
nae 4 _ ee | eet Ae | Wade L bey : ‘ 
Vay ee ss 5 | Eee te se Ree F " a4 ie : re: . cae 
re i, a ‘ x ‘rte: oe ee : a ae 
' —— ie we RS io. pf { i , 
: F r wait ts a 
oe 2 a “¢ a. OF ¥ a ~ Ba ve ° + 18 , e; )- Rot : 2 
F 5 = ; 8, 2 Se oe 3 Ar it i 
a “"T _ rt 
_ 3 a 
' rv] ' mn : : é I! tls 
= : wee 4 at 
¥ 
of Pog Sheet Fem * 7 
ae eee ee ee 3. : re : 7a : i 


ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


180 Fleet Street, E.C.4. "Phone: Chancery 8844 
40/~ A Year Post free 45/- Overseos 


August 10, 1950 


Hands Off Advertising! 


RGING the Government to implement their policy for the 

setting up of consumer advice centres from which product 

rating reports could be issued, Miss E. Burton, M.P. told 
the House of Commons: “I would like to see branded goods 
mentioned by name and compared. I would even like to see patent 
medicines included so that advertising is cut and, therefore, the 
cost to the consumer” 

The Parliamentary Secretary to the Board of Trade contributed 
to this fallacious argument that advertising necessarily increases 
retail costs with the suggestion that widely advertised aspirin 
“with fancy names” cost a lot, whereas “the same thing could 
often be had, far cheaper but just as good, in a less well advertised 
make”. 

It is unfortunate that the spokesman of a department which 
has approved-—indeed, has urged-——vast campaigns in the 
dollar market should give the impression of having sympathy 
with specious suggestions that there is evil in advertising 
But such incidents at least serve the purpose of drawing 
attention to a trend of thought which exists in some high places 

Hard example is the best reply to half-truths such as those 
imputed in Miss Burton’s remarks. And it is provided to-day by 
the synthetic detergents 

Campaign appropriations for the synthetics have risen rapidly 
since they came on to the market. So have sales—and retail 
prices have dropped 

Given efficient production and reasonable marketing facilities, 
the price of any product can be reduced by mass sales. Only 
skilful advertising can achieve mass sales, and the Government 
will be well advised to ensure that the activities of consumer 
advice centres do not extend to making war on marketing methods 
which are playing such a considerable part in the nation’s post- 
war recovery. 


Who Would Get The Ha’ penny? 


DVERTISERS will applaud the suggestion made by Mr 
B. F. Crosfield that the London evenings, if not the national 
dailies, should increase their prices by a halfpenny. But their 
hopes of rate reduction, should such a step be taken-—and it seems 
doubtful that it will—may well be pious. Publishers face ever- 
increasing production costs, with no sign of a let-up in lat our 
demands or prices of materials 
It seems that little can be done under existing conditions to 
stabilise the industry, but appreciation on both sides of the other 
man's problem would lead to more amicable relations between 
publishers and advertisers. Publishers could assist by giving a 
comprehensive picture of the problems facing them, and adver- 
tisers should make a genuine effort to appreciate these problems 


abigail. 


THE NATIONAL MAGAZINE CO. 
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Toiniortiials Topics 


How peer into the advertising 
world will the austerity threatened 
by the arms drive penetrate? It 
is not a happy picture. With six- 
page papets — the 
AUSTERITY = maximum for the 
AND AD- whole of 1951, and 
production being 
VERTISING gradually diverted 
away from the 
satisfaction of consumer needs, 
the prospect appears to be a re- 
turn to too much money chasing 
too few goods, and the advertise- 
ment representative ascending 
once again to his wartime throne. 
Advertising for radio and tele- 
vision sets, clocks, saucepans, 
kitchen equipment and pressure 
cookers, might easily be forced 
back into the prestige field, and 
other lines dependent on metal 
or machine tools for production 
may follow. But presumably the 
need for Government exhortation 
and explanation of economic 
conditions will increase, if this 
is any consolation 


—_—ElCOEllllUUUUCO 


THE FURNITURE trade complains 
that it is having a lean time; there 
is talk in the trade journals of a 
“recession.” How is business 

to be boosted”? 


PUBLICITY One sensible sug- 
TO BEAT gestion is that 


manufacturers 
"RECESSION should launch a 
co-operative adver- 
tising Campaign designed to make 
the public more home-conscious. 
Cabinet Maker recalls the “Eat 
More Fruit" campaign between 
the wars, which led to sales being 
trebled in a few years, and sug- 
gests that “something equally 
good might result from an adver- 
tising campaign for furniture.” 
Furnishing World (July 28) re- 
ports an interesting seven-point 
sales plan proposed by a Glasgow 
store to deal with the same prob 
lem. The accent is on sales pres- 
sure and attention, more persua- 
sive selling, and novel window 
displays 


FOLLOWING discussion in ADVER- 
TISeR'’S WEEKLY about the desir 
ability of more circulation data 
from trade and technical journals, 

we commented on 


TRADE a folder wsued by 

lliffe’s Motor 
PRESS SALES rader. lt included 
DATA 


a circulation graph 
and a chart show- 
ing sales breakdown. Now claims 


: NET SALE IN EXCESS 
28/90 GROSVENOR GARDENS, S.W.) === pe gale IN ECE 


for similar good service are 
coming in from far and wide 
South African Journals Ltd 
send an attractively produced 
survey of one of their trade 
papers, The Buyer, published in 
Cape Town. Circulation break- 
down, readership survey and ap- 
propriation analysis provide ad- 
vertisers with a wealth of valu- 
able information 
From Switzerland there come 
four equally effective booklets 
giving (in English) similar service 
for agencies and advertisers using 
Automobil Revue 
_ —— _- 
AnoTHrR example of American 
influence on world advertising is 
provided by a booklet issued by 
the Australian Association of 
Advertising Agen- 


HOW THE = cies Entitled The 
AUSSIES Organisation and 

Functions of the 
DO IT 


Australian Adver 

tising Agency, it 
extends acknowledgment to Mr 
Frederic R. Gamble, president 
of the American Association of 
Advertising Agencies, “upon 
whose contribution, ‘Organisation 
and Functions of the Advertising 
Agency,” to The 
Handbook 
material is based.” 

The Australian Association has 
set out “what an agency is, what 
it does, and how it does it.” At 
tention is drawn to the exception- 
ally wide difference in size 
between individual agencies 
which, however, have a basically 
common method of operation. 
The purpose of this admirable 

publication is to show how the 
agency operates in order that 
those who use it may have a better 
understanding of its place in the 
complete marketing structure 
THE BOARD to be set up as a 
result of the Tomato and 
Cucumber Marketing Scheme 
which was approved in the House 

recently will, 


MARKETING 4 mon g other 
BOARDS FOR '2'N25. De respon 


sible for advertis- 
FOODSTUFFS ing and packing 

This is the first 
marketing scheme covering a 
food product to be submitted to 
the House since the war, but a 
scheme for the distribution of 
apples and pears has been com- 
pleted, and another for vegetables 
is on the stocks 
ROUND TABLE 


Advertising 
much of this 
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THE SIGNIFICANCE OF KOREA 


Maj.-Gen. J. F. C. Fuller, C.B., C.B.E., D.S.O. 


WHEN EXETER WAS A QUEEN’S REFUGE 


John Maude, K.C., M.-P. 


A TRULY GREAT BOWLER? 


lan Peebles 


WHEN GLOW-WORMS SHOW THEIR LIGHT 


R. H. Ferry 


SHORT STORY 


Gerald Bullett 


NEW POEM 


Walter de la Mare 
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The Wardour Street Style 


OR at least two years 

some hundreds of people 

have been sitting staring at 
a sizeable and shiny gold nugget 
that could have been theirs 
merely for the asking, and only 
now has anybody become wide 
enough awake to stretch out a 
hand towards it, 

The gold nugget was the 
knowledge, revealed week after 
week in readership tests, that film 
advertisements—any film adver- 
tisements for any films-—attract 
more readers than any other ad- 
vertisements of comparable size 
in the newspapers. Film advertise- 
ments are usually hideous, they 
offend against almost every tenct 
of advertising craftsmanship, yet 
even the worst of them are looked 
at quite carefully by anything 
from 40 per cent to 60 per cent 
of a newspaper's readers. 

Wasn't it obvious, then, that 
any advertisement that looked 
like a film advertisement would 
acquire the same magnetism—the 
same attention-getting power? 
Of course it was! The nugget 
glittered like a lighthouse, yet it 
is only now-—at least two years 
since readership-testing became 
widely practised in this country 
that the Mars Confectionery 


SOUTH 


people have jumped to it for their 
new Banjo Bar. | wish them well 
with 

Mind you, even when Mars or 
their advertising agency had the 
idea of exploiting the strange 
fascination of the film advertise- 
ment layout they were only half 


Review of 
Advertising 
by 
COPYTASTER 


way home. They proposed to 
attract people's attention by 
downright trickery, but they still 
had to hold the attention and 
they had to make sure that the 
people who were tricked would 
feel no lasting resentment. Some- 
how or other they had to leave 
them laughing—to provide the 
soft answer that turneth away 
wrath-—and I think you will agree 
that they succeeded. Ugly and 
chaotic though the advertisement 


EASTERN 


AZETT 


KENTS OWN PICTURE PAPER 


— Established 


HEAD OFFICE: 
LONDON: 80 


1815 , 


MAIDSTONE 
FLEET STREET 


undoubtedly is, 
have quite enjoyed 
reading it 


* * 


WHat 1s the out- 
Standing charac- 
teristic of a film 
advertisement? Not 
the photographs, 
certainly, for many 
that attract a lot of 
attention have ao 
photographs. The 
lettering has some- 
thing to do with it, 
asa rule, but in the 


a” 
Pritethen 


last analysis the - 
Spottiness is probably the 
thing. Single words and names 
are picked out in unnatur- 
ally large or heavy lettering. For 
no very good reason, words are 
underlined or set on the slant. 
Boxes abound The monstrous 
regiment of proper names leads 
to an excess of capital letters 

This Max Factor advertise- 
ment, for example, has more than 
a touch of film advertising tech- 
nique about it Notice how 
“Now™ and “You” are almost 
divorced from theirecontext—and 
how the artist has deliberately 
reframed from tidying-up the 
advertisement by using the same 
style of lettering. Notice how the 
words “After years of research” 
are set a size too small in order 
to allow a sea of white space 
round “Max Factor,” and how 
“your hands, your body” are 
abruptly and eccentrically put in 
capitals. I doubt if many people 
would mistake this for a flim ad- 
vertisement, but the Wardour 
Street style is there, and the 
whole thing does have a mad 
kind of liveliness that will surely 
appeal to an audience accustomed 
to the brutal vitality of film ad- 
vertising—the very audience Max 
Factor seeks 

* . * 


LOOKING at these two adver- 
tusements and thinking of some 
of the current campaigns for 
soaps, synthetic detergents and 
cleaning powders, one asks one 
self whether the trend towards 
ugliness and untidiness in adver- 
tising is just a temporary fad—a 
kind of hysteria caused by the 
alarming apparition of the buyers’ 
market—or has come to stay for 
a long time 

“Vice is a monster of so fright- 
ful mien, as, to be hated, needs 
but to be seen, yet seen too oft, 
familiar with her face, we first 
endure, then pity, then embrace.” 
said Pope, and many a client and 
copy chief who loathed and 
despised the Vim and Rinso 
campaigns a year ago is now 
speaking respectfully and even 
wistfully of their “vitality” or 
punchiness.” 

It would be 
duce a 


difficult 
convincing 


to pro- 
volume of 


“Wasn't it obvious that any ad- 

vertisement that looked like a film 

advertisement would acquire the 
same magnetism?” 


evidence but I have the impres- 
sion that advertisers who throw 
all dignity and restraint to the 
winds sometimes thrive mightily 
for a while, but their success 
lacks staying power. Like drug- 
fiends they are continually in 
need of bigger or more powerful 
doses, while competitors who 
have taken a more temperate 
course lead less exciting but more 
prosperous lives. 

Player's Cigarettes have never 
been advertised in a sensational 
way, and Ovaltine has never 
claimed that its customers can 
score a winning goal the night 
before a Cup Tie, but I imagine 
that their sales charts make very 
cheerful reading. 

* * * 

REVERTING to film advertising 
for a moment, what do you make 
of this Winchester °73 announce- 
ment? (See page 224.) Good- 
ness knows, [| am not a 
marksman, but I was quite 
interested in the copy and read it 
to the end—which should be half 

(Continued on page 224) 
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In the last analysis, the spottiness 
is probably the thing.” 
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he grown? 


Where clothes are concerned, the modern boy presents a considerable 

problem to his parents. He's rough, he's tough and he grows too fast. 

But the makers of Kados Boys’ and Youths’ clothing have gone a long 
way towards reducing this problem by designing clothing which really stands up to hard wear and Alfred Pemberton’s 
are making sure that the good news reaches the right public by booking advertising space for Kados in the Sunday Pictorial, 
For the Sunday Pictorial is a family paper with a particular appeal to younger families—families with growing children 
to clothe and feed. 
The Sunday Pictorial has also grown. Its average circulation for the first six months of this year was 5,093,935. 
The Sunday Pictorial goes right into homes all over the country and is read by the entire family when they have 
time and inclination to study advertisements at leisure. 


Sunday Pictorial 
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299,002 
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bought kept and studied 


titcherait 
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six months of 1950 | A 4s 


\. 


£168 a page. Type area 8}° x 6" 
Adverusement Manager $. 1. BOWDEN 
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Copytaster—continued 


the battle. But is there one line 
or even one word in the copy to 
make me or even a champion 
marksman feel any desire to see 
the film? Would the advertise- 
ment make my girl-friend demand 
to see this film instead of the 
latest Hollywood musical? 

lt is a very long time since 1 
read an advertisement that left 
me so puzzled about the processes 
of thought that went into its 
creation. At whom is it aimed? 
What has Bisley to do with it? 
What is the film about? Why 
is a film any better for showing 
the actual rifle that won a prize 
at Dodge City in 1876? 

The advertisement would seem 
astounding if it appeared in the 
special Bisley number of the 
Revolver and Rifle Recorder. In 
a daily newspaper it seems like 
midsummer madness. 


- . * 


A reader has found in the 
Sunday Pictorial a one-inch single 
column advertisement addressed 
to rats and mice, and evidently 
thinks it must have been meani 
for me 


RATS! MICE! 
Have you tried 
FREEFAY? 

NO MIXING NO BAITING 
A LICK IS ENOUGH 
TRY IT! 

The New Continental Extermina- 
tor Is. 6d., 2s. 6d., 3s. 6d. and 
Ss. 6d. from Boots Chemists and 
all leading stores 


* * * 


Ir 
some 
was 


SEEMS Only yesterday 
kind of children’s drink 
announced to the breath- 
lessly waiting world with the news 
that A Cup of Milo Brings a 
Smile-O. At the same time 
another drink was advertised with 


that 
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foc SPRINKO tay tte eavetlsn’ 


“It is much more important . . . 
that Sprinko is as soft as silk than 
that it is new and marvellous.” 


the slogan: Bev—a hot drink in 


a wink, 
Now, astonishingly cnough. 
the two slogans seem to have 


mated and produced an offspring 
Sprirko cleans in a Wink-O! 
What the parents think of it all 
is wrapt in mystery. 


The Sprinko advertisement 
was large and it probably attracted 
a good deal of attention, but I 
doubt very much whether the 
copy was read by many women. 
There’s nothing intrinsically ex- 
citing about household cleansers, 
and I can see nothing in the head- 
lines that will make women want 
to read more about the product. 
Which is a pity, for it is much 
more important for women to 
know that Sprinko is as soft as 


silk than that it is new and mar- 
vellous. 


to all marksmen 


a picture of a winking girl and 


—\f interest 


—_ 
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“ONE OF 
ONE THOUSAND” 


For the first ume, 2 famous rifle shares “starring” honours 
with a famous screen star—jJames Stewart—in the Uni- 
versal-International picture “Winchester "73" 

Introduced in 1873 the Model 73, used by almost every scout, hunter and 
plainsman was called ‘the rifle that won the West’. Its use by William Cody also 
gave it the name “Buffalo Bill Rific.” 

The special designation “One of One Thousand” was only applied to the 
Most accurate single prece of each thousand produced. Of 720,000, however, 
only 124 were thus engraved on the barrel 

For filming, James Stewart used the actual rifle offered as First Prize in s 
contest in Dodge City, Kansas on July 4th, 1876. It will be on display at Bisley. 


WINCHESTER ‘z: 


ODEON, LEICESTER 
Would Copytaster's girl-friend have demanded the latest Hollywood 
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Not least amongj the readers of the Birmingham Post are Midland women who run 
businesses in the city or farms in the country—women whose husbands are leaders of 
industrial and public affairs in the region. And in addition to the women who buy the 
Post in their own right are many thousands who look forward to the homecoming of the 


“office copy”. For “A” class marketing in the Midland Region the Birmingham Post holds 
unchallenged leadership. 


POOP Bi otiak 


% Diagram based on population of seated Midland: 
toons}iaken at last emsus. Hermangham approxumatel) 


one rmdlion. 


To cover the Midlands first cover Birmingham 


_ The Birmingham Post 


Member of A.B.C. 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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Advertising Case Histories—2 


How Prestige pressure cooker 


ATERS &STAMPERS Ltd., 

a subsidiary of Ekco Products 
Co., of Chicago, foresaw, when 
the war ended, that there was a 
great potential market here for 
pressure cookers. They deter- 
mined to be the first in the field. 

Their success in popularising 
this new product has been 
achieved by a combination of 
production on American lines, 
and selling and advertising by 
British methods. 

As soon as the cartridge cases, 
jerrican parts and clip-strikers, 
made in their millions during the 
war in their factory, were no 
longer required, the directors 
decided to re-tool as quickly as 
possible. Within a few weeks 
the Burnley factory was in full 
production again, a new factory 
was opened at Derby, and « 
Rochdale business was absorbed. 

Among the new lines intro- 
duced was what is now Britain's 
biggest-selling pressure cooker, 
the Prestige, which now has as its 
“stable companion” the Ekco- 
matic. 

The problem facing the com 
pany, the advertising department. 
headed by Mr. B. M. Davis, and 
their agents, Charles Barker & 
Sons, was to put over the 
product in a big way, quickly, 
before any competitors could 
enter the field, and to overcome 
the prejudice that existed then 
(and still to some extent persists) 
against the pressure method of 
cooking 

Brand name advertising before 
the war in the kitchen equipment 
field was a help; the name 
Prestige soon became widely 
known 

There was no time for an 
extensive preliminary market 
research, and in any case a wide 
survey was not possible because 
the product was not in general 
use, and domestic pressure cook 
ing was not generally understood 

Certain facts, however, became 
known: servants of people in 
class “A” had a prejudice against 
pressure cooking; class “B” users 
liked it for its convenience 
classes “C” and “D" appreciated 
most its undoubted economy 
about half the purchases were 
based on recommendations from 
women who used the Prestige 
pressure cooker; the lower the 
income group the more the cooker 
was used; only one housewife in 
ten knew what pressure cooking 
was 

From this situation two main 
points emerged: that demonstra 
tions would have to form a vital 
and regular part of the selling 


became a best-seller 


campaign, and that advertising 
would have to progress hand in 
hand with market research on 
one side, and with production on 
the other. It was discovered that 
no amount of sales talk or adver- 
tising copy could convince the 
hesitant prospect so easily as a 
practical demonstration, and even 
now. after hundreds of thousands 
of Prestige cookers have been 
sold, most local Press advertise- 
ments are designed to tell the 


Each of these stories, told to 
ADVERTISER'S WEEKLY, about 
unusually interesting or out- 
standingly successful advertis- 
ing campaigns, will outline 
problems facing advertiser and 
and tell 


public where they can see the 
pressure cooker demonstrated 

Under these circumstances a 
static advertising policy would 
not have been the right course 
Copy was, however, usually 
angled to appeal to the higher 
income group because (1) the 
pressure cooker was not inexpen- 
sive; (2) the principles of pressure 
cooking, though simple, had to be 
understood fully if best results 
were to be obtained; and (3) it 
was found that the less under- 
standing people had an unreason- 
ing fear of pressure cooking, 
based on exaggerated tales they 
had heard about the “dangers” 
of the cooker “blowing up.” 

The path of least resistance, 
therefore, lay in the direction of 
the more educated people, whose 
lead would be followed later by 
the rest of the prospective buyers 
when the benefits of pressure 
cooking had been proved 

Media employed were national 
and provincial Press, periodicals, 
magazines, trade Press, and point 
of sale display. Poster campaigns 
were run in certain towns corn- 
ciding with local Press campaigns 
to achieve saturation Media 
planning, based on the findings of 
research workers, was fairly 
simple, because these findings 
gave definite “pointers” as to the 
kind of copy to be used. ‘It was 
soon established that the two main 
selling points were convenience 
and economy, and it was on these 
that the advertising campaign was 
based 

The first advertisements 


inserted while the research team 
was fact-finding, carried the bare 
announcement: “Prestige cookers 
for pressure cooking.” The con- 
venience/economy theme was 
introduced later with the head- 
line “Beef stew cooked in 15 
minutes” or “Potatoes cooked in 
eight minutes,” with the copy 
opening: “That's the sort of time 
saving you get when you use the 
Prestige Pressure cooker. And 
by saving time you save fuel .. .” 

Media selection to reach the 
“B” and “C” classes followed the 
usual methods, except that prefer- 
ence was given to magazines and 
periodicals read in the home dur- 
ing leisure hours—because the 
Prestige cooker is essentially a 
domestic product. 

The next step, prompted by 
suggestions from the research 
team, was to stress the fact that 
pressure cooking had come to 
stay. This was to counteract any 
possible tendency of the house- 
wife to regard pressure cooking 
as a novelty. “The housewife of 
to-morrow will be  pressure- 
cooking minded” insisted the 
copy, in advertisements aimed 
primarily at teachers, education- 
alists and others who would be 
most likely to welcome and 


The family verdict - 
Bei 
& VIO 


"Prestige cooking is A1” 


By the beginning of this yeur 
sales had reached the point, in 


comparison with production, 
where copy was adjusted to retain 
goodwill rather than stress selling 
points. Above is one of a post- 
Christmas humorous series, used 
in national dailies; on the right, 
one appearing at the same time 
in women's and general interest 
magazines 
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After the war, foreseeing a 
big potential market for 
pressure cookers, Platers 
and Stampers Ltd. deter- 
mined to be first in the 
field. To-day the firm 


claims to sell more than 
any other manufacturer. 
Here is the story of how 
advertising built up sales. 


advocate this new and more 
scientific method of cooking. 

When a sufficient number of 
cookers had been sold the adver- 
tising department was able to get 
representative “sample” reactions 
from users. From these came the 
next headline: “I wouldn't be 
without my Prestige,” followed 
by a half-dozen selling points to 
explain why. A table of com- 
parative cooking times was intro- 
duced showing the differences 
between the Prestige and the 
ordinary saucepan. 

As bigger advertisement spaces 
became available, more space was 
used to show the smart stream- 
lined appearance of the cooker. 

From the research workers 
came the information that hus- 
bands, generally, were enthusiastic 
about pressure cooking (usually 
after seeing a demonstration) and 
a few spaces were devoted io 
suggesting that the Prestige would 
make a welcome present for 
wives. These ads. of course, 
were largely used at Christmas 
time. 

Several copy themes ran at the 
same time, each carefully chosen 
to fit the medium in which it 
appeared. The invitation “Ask 
for a demonstration” became a 
regular feature, for it had been 
proved that a large proportion of 
sales followed directly on these 
demonstrations. 

Then, when distribution 
arrangements were completed, the 
line appeared: “You'll find me 
in the best shops now.” 

Eventually the time came when 
sales caught up with ever- 


increasing production; selling ads. 
were discontinued and prestige- 
type advertisements were adopted, 
giving one simply-stated fact. 
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This annual review of Britain’s Aircraft Industry, 
published on the eve of the S.B.A.C. Flying Display 
and Static Exhibition, Farnborough, is of immense value 
to the advertiser. Lavishly illustrated, with extra pages 
in colour, it surveys in detail the full range of British 
aircraft, engines and auxiliary equipment. Throughout 
the year it will be constantly consulted by all interested 
in British aviation. On sale at a time when the eyes of 
the world are on British aircraft. 


Important Notice: The demand for space in this issue has been keener 
than ever; immediate reservation is now necessary to ensure representation, 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, E.C.1. TERMINUS 3630 
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Serviced by MORTHCLIFFE NEWSPAPERS GROUP LIMITED 
(R 4. PENNEY, Advertisement Director) Carmelite House London E.C.4 CEN 6000 


, > 
Tre majority of posters and most point of sale 

displays can be effectively and economically 
reproduced by the photo-litho offset process. 
The Chancery Lane works of CHARLES & READ 


are available to those who seek outstanding skill 


and are prepared to pay a fair price for it. 


When printing down on the “snp 
and repeal machounes, the “lay 


1s conbrolled by thas veguster dial 
whch % accurate to 1/1000" 


228 
How Prestige became a best seller—continued 
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— as “Saves hours of cooking 
time.” These are still running. 

Recently advertising films were 
added, “A Matter of Pfestige,” 
in technicolor, showing how to 
use a pressure cooker, and “It's 
a Gift.” also technicolor, and 
featuring the Ekcomatic cooker 
“made by the Prestigé.people.” 

The result is that the Prestige 
people can now claim to sell 
more pressure cookers in Britain 
than any other manufacturer 
The company annual report said 
that 1949 had been a good year, 
and that sales at home and 
abroad set new records. It 
added that the names Ekcomatic 
and Prestige became “familiar as 


a result of extensive advertising 
programmes... The enthusiasm 
of the public for pressure cook- 
ing has not abated Pressure 
cookers have been the most 
significant single factor in the 
company’s sales growth.” 

Mr. B. M. Davis, advertising 
manager, says: Without the 
experience and knowledge of 
British markets possessed by 
Platers and Stampers’ advertising 
and sales staff, and by their 
advertising agents, it would have 
been extremely difficult to main- 
tain sales at the high level 
necessary to keep pace with the 
output from the company's 
factories at Burnley and Derby.” 


Advertising 


And The 


Self-Service Store 


O development in the ever- 

changing pattern of retail 
distribution is more significant 
for the advertising business than 
that of self-service This must 
be so, because the stock of a 
self-service store must comprise, 
in the main, branded and pack- 
aged products which are adver- 
tised products. Those concerned 
with the future of advertising 
will therefore commend the enter- 
prise of the British Market 
Research Bureau in producing, 
under the title Self Service in 
Great Britain, a booklet setting 
forth the results of a factual and 
analytical study of the latest 
method of grocery retailing. 


The advantages of self-service 
to retailer and customer are out- 
lined in an introductory chapter, 
which also emphasises that should 
self-service stores become more 
numerous, manufacturers will 
have to pay greater attention to 
packaging and branding. There 
follows a résumé of the develop- 
ment of super-markets in 
America, where this type of store 
now handles over 40 per cent in 
volume of total food sales. But 
this American pattern, it is con- 
tended, is unsuitable for condi- 
tions in this country, where self- 
service is emerging in quite a 
different form 


A chapter devoted to a discus- 


sion of British experience gives 
credit to the Co-operative Move- 
ment for gaining a definite lead, 
though most of the chain and 
multiple stores have introduced 
self-service to at least one of their 
stores as an experiment, and in- 
dependent grocers are beginning 
to do likewise. Figures showing 
results of several such experi- 
ments indicate that these have 
proved highly satisfactory. 

Of more immediate concern to 
readers of ADVERTISER'S WEEKLY 
is the chapter on packaging and 
branding problems. “If branding 
is a help to the shopper under 
staff-service conditions, how much 
more is this true in self-service 
stores,” observes the writer. 

“While previously the shop 
assistants had a great deal of 
influence in persuading customers 
to buy certain products, all pro- 
ducts will now have to rely upon 
their packaging, branding and ad- 
vertising to sell themselves in 
self-service stores.” 

There are a number of sugges- 
tions as to the type and nature 
of packs required for stores of 
this character. As many pur- 
chases will be on impulse, packs 
must be distinctive as well as 
attractive. The brand name 
should figure clearly on every 
surface. Transparent packaging 
materials are obviously advan- 
tageous for certain products. 


Short. Storéas 


Talk of the Canadian -adver- 
tising world is the first of a series 
of double-page spreads published 
during August in 13 national 
publications by The Canadian 
Bank of Commerce 

At first glance, the advertise- 
ment gives the impression of 
being a regular magazine short 
story. The eye is caught by an 
unusually lavish use of illustra- 


| tion and the by-line of the 


author, Morley Callaghan, one 
of the small group of Canadian 
modern writers who has won an 


| international reputation. 


‘Sell’ A Bank 


The Canadian Bank of Com- 
merce’s only comment on this 
unique contribution to bank ad- 
vertising is an unobtrusive: 
“Published by The Canadian 
Bank of Commerce . . . because 
we liked it.” 


A spokesman Said the Bank 
was well aware the advertisement 
would reach an aggregate reader- 
ship of 10 millions but they were 
“also sincere in wanting to en- 
courage artists and writers.” 


McKim Advertising _Ltd., 
Toronto, is releasing the series. 
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STANDARD TYPE AREA: 10 x 7 


From the July 1950 issue “ Water and Water Engineering” 
with type area recommended as standard for technical journals 
1.S.B.A. and other bodies. 


STILL BETTER EDITORIAL 


The increase in page size offers an opportunity for improvements in 
pene! eer ies dle ane Ae ie yaaa amc Ac 
quality of the editorial has been unique for 50 years. 


COMPLETE COVERAGE 


“ Water” covers the whole field ; 


REGULAR FEATURES 


Review of current technical literature selected from over fifty world-wide 
news and developments at home and 


The onl independent 
* tectaaical journal 

PUBLISHED MONTHLY FOR OVER 50 YEARS devoted entirely on 
a water engineering 


Specimen copy and rates on application to :— 


THE COLLIERY GUARDIAN COMPANY LIMITED 
30-31 FURNIVAL STREET+: HOLBORN: LONDON: £.C.4 
Publishers also of: COLLIERY GUARDIAN - GUIDE TO THE COALFIELDS - WATER ENGINEER'S HANDBOOK 
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. TRADE & TECHNICAL ADVERTISING 


Technical Publicity: Policy and Practice 


Technical Advertising Needs 
CREATIVE PHOTOGRAPHY 


this series the known wants 
of the technical advertiser 
have been examined and pleaded 
from his standpoint. When it 
comes to photography, however, 
a somewhat diflerent situation 
presents itself, for it is by no 
means certain that technical ad- 
vertisers generally are conscious 
of any problems concerning their 
photographic requirements. 
Occasionally there may be 
some difficulty in locating a good 
technical photographer to do a 
distant installation shot, or in 
getting a man along at half an 
hour's notice to take an overdue 
delivery which is being rushed 
through for shipment. Perhaps 
here and there an advertising 
manager might sigh on closing 
the covers of the latest edition of 
Photographic, and wonder where 
he might find a creative technical 
photogr:.pher. Beyond minor 
distractions of this kind, nothing 
seems to bother the advertiser. 
This may mean satisfaction, 
complacency, conservatism of 
lack of imagination, or a com- 
bination of any or all; but on 
contemplating the photography in 
post-war technical advertising, 
one cannot but wonder why. 
Under these circumstances, it 
is manifestly impossible to write 
from the advertiser's point of 
view. Consequently, this article 
will concern itself with observa- 
tions on technical photography in 
general and its use in space 
advertising in particular 
Photography has been an 
industrial handmaiden practically 
from the beginning, when it was 
found to be a convenient and 
useful method of recording the 
appearance of a finished machine 


Industrial 
Handmaiden 


There is little difference 
between a machine photograph 
of, say, 1870 and the average 
machine photograph of 1950. 
Technical improvements apart, 


I the preceding articles of 


such photographs are strictly 
functional—composed to show as 
much of the machine as possible 
They are record photographs. 
Because the record photograph 
was and still is the basic photo- 
graphic requirement of industry, 
the entire structure of technical 
phetography has been built on 


sand around it. From it have 


developed the progress photo- 
graph, the design photograph, the 
instructional photograph, and, 
for specialised purposes, the 
X-ray and the micro-photographs. 

Industry has consciously 
developed photographic tech- 
niques to suit all possible uses 
and functions except advertising. 

The advertising photograph as 


advertiser comparatively un- 
moved, except here and there, 
notwithstanding the examples of 
the enlightened few who have 
shown the way, particularly dur- 
ing the past five years. 

This immediately ,raises the 
question of “fitness for purpose.” 
It is in this respect that technical 
photography leaves so much to 
be desired, apart from poor 
photography as such and the 
vexed question of retouching. 

The record photograph, com- 
posed to show as much of the 
product as possible from a tech- 
nical standpoint, without distor- 
tion or excessive contrasts, is 
without question appropriate for 
catalogues, brochures, or any 


“In nine out of ten technical advertisements 
the oem that greets the reader is the 


record 
WHEE 


ograph,” writes J. H. MILLER- 
ER, A. vRMLES. But the record photo- 


graph is designed for a different job. Photo- 
graphs for technical advertisements should be 
composed as an integral part of the layout. 


such just does not exist for the 
majority of technical advertisers 
or technical photographers. 
There is no recognition in this 
case of a specialised use of photo- 
graphy, one requiring quite a 
differemt* approach. Hence, in 
nine out of ten technical ads. the 
photograph that greets the reader 
is the record photograph. 

This is, of course, understand- 
able, and is more or less typical 
of technical space advertising as 
a whole, which, like Topsy, has 
“jest gt@wed” for lack of any 
real stutfalus, particularly that of 
necessity, and equally for the 
seeming lack of understanding of 
the technical advertisement's 
real function 

The tremendous upsurge of 
creative photography and creative 
advertising during the last thirty 
years has left the technical 


material intended for the purpose 
of providing the potential pur- 
chaser with complete details of 
the product. It is merely a 
substitute for a sample. 

Can the same be said for the 
photographs in the technical ad? 
Is the purpose of the ad. the same 
as that of a catalogue or 
brochure? Surely not. If the 
purpose of the advertisement is 
not directly to sell the product, 
but to arouse and maintain 
interest in it and its maker, and 
to induce the potential purchaser 
to declare his interest, then the 
photograph used should be com- 
posed with these considerations 

and, of course, those of space 
and layout—in mind. 

The practice of selecting a 
record photograph and building 
an advertisement around it is as 
unsound as putting the cart 
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before the horse. The advertising 
photograph cannot be divorced 
from the advertisement as a 
whole. It should be conceived 
as an integral part of the layout, 
composed and shot specifically 
for that one purpose. 

It is not the job of the technical 
advertisement to convey a 
detailed picture of the product. 
That is the function of the cata- 
logue. Its job is to arrest the 
attention of the reader, and con- 
sequently any photograph used 
in it should be composed for 
pictorial effect and possess what, 
for the want of a better descrip- 
tion, can be called popular 
appeal. The record photograph 
has none of these qualifications— 
it is, in fact, the antithesis. 

The technical advertisement 
calls for the art of creative photo- 
graphy, which could be exploited 
to considerable advantage; and 
let it be said that some technical 
advertisers, especially in the light 
industries, are very much alive to 
this requirement. Manufacturers 
of small technical products have, 
of course, a number of advan- 
tages over the makers of medium 
and heavy equipment. Photo- 
graphy can be carried out in the 
studio under perfect conditions, 
giving the photographer every 
opportunity to create a first-class 
composition. 

Medium and heavy equipment 
must on the other hand be 
photographed in the works or on 
the site, under anything but 
favourable conditions. Few 
works have suitable space set 
aside where photographs can be 
taken in conditions approaching 
those of the studio. The photo- 
grapher, be he staff man or out- 
side man, has invariably to make 
his picture in the paint shop, or 
dispatch department, or, if the 
machine is large, on the test bed 
(with the machine unpainted). 
Time is usually very limited, 
lighting and backgrounds are 
unsatisfactory, concentration 1s 
disturbed by noise and move- 

(Continued on page 232) 
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“The DRAPERS RECORD 


BRITAIN’S LEADING DRAPERY 
AND FASHION TRADE JOURNAL 


NOW HAS A NET PAID 
CIRCULATION of ' 


46,650 


PER WEEK 


“MENS WEAR” 


THE WEEKLY {TRADE |PAPER 
WITH A LARGER NET PAID 
CIRCULATION THAN ANY OTHER 


44,700 | 


HEAD OFFICE: 
Kings Bourne House, 229/231 High Holborn. 


London, W.C.1. CHAncery 629! 


BRANCH OFFICES: 
Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 648! 
Birmingham: 12 Cherry Street Midland 4708 
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TECHNICAL . 
ACCOUNTS 


Contractors 
Builders 
Engineers 


our 


20.000 


trade subscribers may want to 


vat age” 


i. 


see your clients announcement 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 


* Expert advertisers 
please note .. . 


We are well aware of your need for precise 
and factual information on which to base 
your export advertising plans ... complete 
FACTS about “British Industrial Equipment” 
are available and are gladly supplied to 
you on request. 

Include this sound trade and technical export 
advertising medium in your forthcoming 
appropriation and ensure well directed and 
continuous publicity for your products and 
services overseas. Write or telephone for 
fuller details NOW .. . 


Watch for further information about B.1.B. in the 
a ‘Kawertionr’s Weekly Technical Section. 


——BRITISH 


180 FLEET STREET 
LONDON, E.C.4 


INDUSTRIAL 
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The Journal based on Service 


Technical Advertising Needs Creative 
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Photography—continued 


ment, and 
camera shake. 

These factors have undoubtedly 
militated, perhaps subcons¢jously, 
against creative photography; and 
they go a long “Way towards 
accounting for the practice of 
retouching, particularly where 
the machine, because of its bulk, 
must be photographed just before 
being broken down for painting 
and dispatch. 

No photographer can be 
expected to produce a satisfactory 
or pleasing photograph of an un- 
painted machine besmirched with 
red lead, whitewash. chalked 
instructions, oil stains and all the 
other marks of production. The 
coat of paint, therefore, must be 
applied to the print by the 
retouching artist. 


Advertiser Must 
Be Convinced 


vibration causes 


Few of these disadvantages, 
other than the last, are insur- 
mountable. They can be 


eliminated or alleviated if the will 
to do so exists. But first the 
advertiser must be convinced that 
such measures would be justified. 
This is not so simple. Tradi- 
tional ways die hard in the older 
medium and heavy industries, and 
many advertising managers and 
agencies find it difficult to con- 
vince their companies or clients 
that a “dead pan” picture drawn 
from the record files is not 
necessarily the best way of 
featuring the product 
Economics also play some part. 
The temptation is strong to keep 


down photographic and produc- 
tion costs by making use of 
catalogue blocks for space adver- 
tising Many of the smaller 
appropriations will just not 
permit any other treatment. 

There is no way of overcoming 
these obstacles except by precept, 
example and initiative on the 
part of advertising managers, 
agencies and photographers. 
Especially the photographers. 
They can do much. There are 
good, bad and indifferent 
technical photographers, but only 
a few of the best are up to the 
standard of their commercial 
colleagues in terms of creative 
photography. Let the enterpris- 
ing among them raise their 
standards of composition and 
pictorial appeal to the same level 
as the studio men; let them, in 
other words, become creative 
artists instead of mechanical 
recorders; and let them show 
their work in the market place. 

Advertising managers and 
agencies can likewise improve the 
standard and provide the oppor- 
tunities for the photographer by: 

1. Commissioning photographs 
for a specific purpose, and 
supplying a detailed briefing of 
what is required pictorially; and 

2. By ensuring that the subject 
is located where conditions are 
such that the photographer has 
the best chance of making a good 
picture. 

There is no real reason why 
technical photography cannot be 
as good as the best in the com- 
mercial field, provided we want 
it. Do we? 


Conduits Can 


LECTRIC conduits and 

| are very prosaic 
things, and even the most 
enthusiastic electrical engineer is 
seldom moved by the thought 
of them. All the more reason, 
therefore, why the Simplex 
Electric Co. should be congratu- 
lated on producing a little booklet 
which invests this very dull and 
uninspiring material with a con- 
siderable amount of interest and 
(dare one say?) glamour. Admit- 
tedly, Simplex have in their Z.LR. 
process something not possessed 
by other makers, and they tell 
us about it briefly but adequately. 
It is the make-up, however, 
that makes the booklet so 
attractive, and as an example of 
small space designing it will be 
hard to beat. Measuring 7} in 
x § in. and consisting of only 
twelve pages and cover, it is 
printed black and olive green on 
smooth parchment. a welcome 
change from the everlasting white 
art. Each page is well balanced 
and enhanced with marginal 


Be Glamorous 


illustrations in half-tone and line, 

The cover design is most effec- 
tive, and while jt may be des- 
cribed as abstract, it does convey 
the wnpression of tubing, and 
encourages the reader to investi- 
gate the inside. 

* * * 


HE specification sheets issued 

by Davey, Paxman & Co. 
Ltd. are models of their kind. 
Printed two-colour on white art 
and set in Gill throughout, they 
carry half-tone illustrations and 
line arrangement drawings of the 
product and give full technical 
details. Three new sheets have 
now been issued covering their 
series RW, Mark 12 RPH and 
Mark 6 RPH diesel engines. 

. * 


IGH Duty Alloys have pub- 

lished a monogram entitled 
Aluminium Alloys in Petroleum 
Equipment, and in it W. , 
Doyle, chief research metallur- 
gist, discusses their potentialities. 
This is definitely for the 
technician. 
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Campaign Preview 


@ Approximately one-seventeenth of the 
population of the United Kingdom lives within the 
highly prosperous West Yorkshire zone, principal 
circulation area of “THE YORKSHIRE POST” and 
“THE YORKSHIRE EVENING POST.” 


@ This complete cross-section of the nation 
is the perfect trial-ground for advertisers who wish 
to gauge the results likely to be obtainable from 
a country-wide campaign. 


@ Market reaction can be tested simply, 
quickly and economically by means of preliminary 
advertising in the West Yorkshire area through the 
medium of these two influential newspapers. 


ILLUSTRATED BROCHURE 
ON APPLICATION 


THE YORKSHIRE POST 
YORKSHIRE EVENING POST 


Members A.B.C. 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO LTD. LEEDS 1. TEL. 32701 
LONDON OFFICE: 17}, FLEET STREET EC4 TELEPHONE: CENTRAL 9693 
MANCHESTER OFFICE: 5, CROSS STREET. TELEPHONE: S8LACKFRIARS 0867 
BRADFORD OFFICE: BROADWAY HOUSE. TELEPHONE: 21571 
DONCASTER OFFICE: SCOT LANE. TELEPHONE: 4001 
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ADVERTISER'S WEEKLY 


THE TRADE PRESS 


LLEGATIONS that 

American trade papers are 

obstructing British efforts 
to increase sales of toys in the 
States by refusing to accept 
advertisements from U.K. 
manufacturers, as well as from 
those in other countries are con 
tained in the July issue of Games 
and Toys. 

Writes the editor; “ “Take a 
look at toys, Mr. Hoffman’, begs 
the Daily Mirror in a recent 
article occupying a _ half-page. 
Yes, Mr. Hoffman, take a look at 
toys, for you are President 
Truman's chief of the Marshall 
Aid plan and you have told 
British businessmen to treble the 
volume of exports for dollars. 

“The Daily Mirror's  well- 
informed New York correspon- 
dent has been delving into the toy 
situation. He says that attempts 
by British toy manufacturers to 
increase sales in the U.S.A. are 
being obstructed by a scandalous 
boycott engineered by American 
toy interests. This, of course, is 
true, as I have often pointed out 
in these columns. He refers to 
the fact that the two trade papers, 
Playthings and Toys and Novel- 
ties, refuse to accept advertise- 
ments from British manufacturers, 
as well as from makers in other 
countries. Apropos of this, | 
notice in a recent issue of the 
latter journal that they infer that 
British toy trade papers might 
also be discriminating against 
foreign firms’ advertising. Let 
me state here that, so far as 
American firms are concerned, 
this is certainly not so.” 

Same issue of Games and Toys 
refers to a scheme which has been 
mooted for a combined exhibit 
of the production of small manu- 
facturers at the British Industries’ 
Fair. The scheme has been put 
forward by the British Toy 
Manufacturers’ Association 

The editor learns that, providing 
sufficient response from members 
of the association is received, i 
would organise a .composite 
exhibit of, say, not less than 
2,000 sq. ft. for the encourage- 
ment of smaller firms in the 
association, who would other- 
wise not be able to take part. In 
a group scheme, the association 
would take the space and arrange 
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Are U.S. Trade Papers Obstructing 


Avoust 10, 1950 


Our Toy Exports To America ? 


The answer, SCRUTINEER found in his 
researches last month, appears to be yes, 
according to “ Games and Toys.” 


for shell stands, each member 
participating being given a space 
not exceeding 64 sq. ft. 

i * * * 


ASHION Trade Weekly une 

29) reports that a competition 
to promote better window dis- 
plays is being run by John Martin 
& Co, Ltd., London agents of 
Hindsgaul (U.K.) Ltd., makers of 
mechanical “animated” manne- 
quins. A first prize of a silver 
cup (the John Martin Display 
trophy) will be presented to the 
shop staging the best display with 
Hindsgaul mannequins during 
September. Also going with the 
first prize is a four-day holiday 
in Denmark for two, all expenses 
paid 

* * 

MALLWARES, Notions and 

Dress Accessories (July) states 
that the first crochet speed contest 
to be held in this country was 
organised at Butlin’s holiday 
camp at Clacton-on-Sea recently 
and proved to be very popular 
Competitors had a set pattern of 
crochet =. a lace design with 
scallops—-and the winner was the 
worker who could crochet the 
longest piece in a given time 

The National Needle Arts 
Bureau, who sponsored the 
contest, had a representative 
present who had one of Butlin’s 
“littl shops” set out with crochet 
needles, cottons and books of 
instruction, She was there to 
sell the goods and to give help 
and instruction. A similar contest 
is being held each Wednesday in 
a different Butlin camp through 
out the summer. 

* * * 


NQUEST on the women's hat 
publicity methods of Hats 
Publicity Ltd. was held recently 
at Grosvenor House, London, 
when executives of millinery 


makers, wholesalers and retail 


Coverage in the London Postal Area 


62 out of 73 
Wholesalers handling stockings 
and knitted underwear 


stores were guests gt a luncheon 
during which they were invited to 
give their opinions on progress 
of the campaign, so far, and to 
put- forward suggestions for 
improvement (Women's Wear 
News, July 20). One highly 
controversial suggestion was that 
less money should be spent on 
poster advertising in Under- 
ground trains and more on other 
methods of publicity. This was 
supported by another storeman, 
who contended that poster 
publicity was not likely to succeed 
and that a more subtle approach 
was required. 


* * * 


HE activities of Hats Publicity 

Ltd.. which works through 
the Millinery Information Centre, 
were also dealt with by Drapers’ 
Record Uuly 1), which carried 
a story of a tie-up by M.LC. with 
the Daily Express holiday fashion 
parades, in an effort to promote 
millinery sales in coastal resorts 
during the summer. The first 
parade was on July 15, at 
Folkestone. Others followed 
during the month at Southsea 


DAILY EXPRESS 


and Hastings, and more towns 
will be visited. 

In these events an area is 
selected for the purpose and a 
panel of judges tour it by car 
and select women they think are 
well dressed. These are asked to 
assemble later in the day, when 
the judges make a final decision. 

woman adjudged the best 
dressed wins a prize of £25. 
M.LC. has prepared special 
window bills for the events, 
measuring 24 in. x 11 in., for free 
supply 7 retailers. 

. 7: 

ON ety 6, the Ironmongers’ 

Weekly published a useful 
article, by Gordon Hales, which 
offered most practical advice to 
retailers who were considering 
advertising. Packed with tips, 
his article concluded: “As far as 
the writer knows there is only 
one advertising maxim that is 
constant. That is—keep on 
everlastingly at it.” 

. * . 

ENTNOR Hotels and Board- 

ing Houses Association and 
the Ventnor branch of the 
Caterers’ Association recently sent 
joint resolutions to Ventnor 
Urban District Council urging 
that the resort should advertise 
separately and not merely 


(Continued on page 236) 


To help milliners in holiday resorts to sell hats—the Millinery 

Information Centre's window bill referred to by Scrutineer. Details 

of this tie-up with the “Daily Express” holiday fashion competitions 
were given in the * Begone Record” feed July 1. 


Underwear & Stocking is 


4 


UNDERWEAR & STOCKINGS, 47 Hertford Street, Mayfair, London, W.!. Tel.: REG 1557/8 
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Advertisers in “FURNISHING” and its Export counterpart, 
“FURNISHINGS FROM BRITAIN”, are indeed ‘‘sitting pretty’’— 


confident in the knowledge that news of their products 


is reaching the men who matter both at home and overseas. 


Obviously both of these publications are worthy of inclusion 


in any advertising appropriation directed to the Furnishing Trades. 


“FURNISHING” 


The Magazine for the Furnishing Trade 


“FURNISHINGS FROM BRITAIN” 


For Overseas Buyers of British Furnishings 


You are invited to apply for details of advertisement space 
available in these publications to 
Edgar S. Sibun, Advertisement Director : 


The National Trade Press Ltd., Drury House, Russell Street, London, W.C.2. Temple Bar 3422 
Northern Office : 12, St. Ann's Squore, Manchester. Tel : Deansgote 3277/9 
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Tot 


FISHER’S | 
SPARKLING ALUMINIUM } 


FOILS 


to remind keymen of the food 
industry of the brilliam range of 
made available for 


new 
food packaging Britain's 
largest fi manufacturers a 


MONTHLY review 

of current thought 
on building problems, 
availability of materials, 
architectural trends, town 
planning and municipal 
housing. 
BUILDING DIGEST 

is another 
publication of the 


TECHNICAL GROUPE 


MANUPACTURING CHEMIST 
PRTROLEUM —-FIBRES 
PAINT MANUPACTURE 

WORLD CROPS--ATOMICS 
POOD MANUPACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 

MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 


| the small amount 


TRADE & TECHNICA, 


Are U.S. Trade Papers Obstructing 


ADVERTISIN 


Our Exports ?—continued 


through the Isle of Wight Pub- 
licity Council as hitherto (Caterer 
& Hotel Keeper, July 1). The 
Council, it was reported, agreed 
to contribute a halfpenny rate 
to an approved scheme. But Mr. 
W. H. Jones, the Hotels Associa- 
tion's representative on the Coun- 
cil, expressed disappointment at 
proposed (a 
halfpenny rate would produce 
about £121), whereas a 3d. rate 
(about £750) was necessary to get 


| a long series of advertisements in 


the national Press. However, Mr 
W. J. Knight, J.P., said that the 
Finance Commitice would wel- 
come a scheme and that their 
recommendation was only a start. 
eo .” * * 

OST disastrous effect of the 

dispute between London 
Society of Compositors and the 
London Master Printers’ Asso- 
ciation noted among trade papers 
during the past month was that 
concerning the July issue of The 
Miller. 

It carries lengthy reports of the 
annual convention at Buxton cf 
the National Association of Brfi- 
tish and Irish Millers—and also 
a panel headed “A Brief Explana- 
tion,” which states: “Readers 
will no doubt be surprised to see 
this unusual looking issue. It had 
been planned to publish a 52- 
page issue and all the necessary 
arrangements had been made. 
few minutes before going to 
press, however, there was a sud- 
den and serious turn in the dis- 
pute . and we were forced to 
publish the issue in its present 
form. Practically all of the ad- 
vertisements and some editorial 
matter had to be excluded in 
order to obtain the co-operation 
of members of the L.S.C.” Then 
follows a long list of names of 
advertisers who had to be ex- 
cluded. 

And _ this 


“unusual looking 


issue"? It was of 24 pages (plus 
cover), of which four, apart from 
the cover, were ads. 

7 * > 


ROM the ridiculous to the 

sublime ! Picking up the 
June 24 issue of the Chemist & 
Druggist provokes an even greater 
feeling of sympathy towards the 
publishers of The Miller. This 
issue of the former journal was 
its first post-war “annual special” 
and it carried 245 pages of adver- 


tising, plus cover, and 70 of 
editorial! 
* . * 
ERSONALITY note on a 
Mr. J. F. Price, footwear 


retailer, of Ipswich, in Shoe & 
Leather News (une 29) quotes 
him as saying: “Local newspaper 
advertising, if regular, can be 
very helpful. 1 believe in adver- 
tising special lines interspersed 
with adverts of a general and 
chatty nature carrying well- 
known slogans. But such adver- 
tising is of little use if not backed 
by service.” 


> . * 
HE Metal Box Co., who 
manufacture a range of 


“window” cartons for the pre- 
packaging of garden and other 
produce in retail units, and 
British Celanese Ltd., who pro- 
duce “Clarifoil,” the  trans- 
parent cellulose acetate film used 
for the “window,” are co-operat- 
ing in drawing attention to the 
possibilities of this development 
As a result a series of adver- 
tisements has been appearing in 
the Fruit & Flower Trades 
Journal. The two firms exhibited 
at the National Farmers’ Union 
market produce show at South- 
ampton, on June 30 and July 1, 
and were joined by A. Warne & 
Co., Ltd., who supply “Clarifoil” 
direct to growers for overwrapping 
apple and tomato boats, etc. 


A Mobile 


| New mobile bookstall and inquiry office which Temple Press Ltd. 
their monthly 
at agricultural shows 


have designed to 
Mechanization 


finished in white and green. 


present 


Bookstall 


journal, “British Farm 
Caravan and Land-Rover are 


Living and sleeping accommodation for 
a crew of two, driver and stand attendant, is provided in the caravan. 


using the a 
pA. of THE SYRE 
AND SHIPPING your 
name will be kept in 
front of the leading 


Shipowners, Ship- 
buii . Ship repairers 
and Marine Engine 
Builders at home and 
overseas. 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
ish monthly lists 


cord to: 


SYREN & SHIPPING LTD. 
26-28 Billiter Street, 
London, E.C.3 
Phone: Royal 5322 


RIDLEY’S 


WINE & SPIRIT TRADE 


CIRCULAR 


ESTABLISHED OVER 100 YEARS 
e 


Write: 


Phone 


Christmas orders Specia! Issue 
October next. Special rates for 
wines, spirits and all allied 
products wholesale, retail. 


110, CANNON ST., LONDON, E.C4 
Mansion House 2910-6100 


BOLTON 


THE LEADING 
LOCAL WEEKLY 


Tel. 4742 (2 lines) 
115 High Holborn E- 
Chancery 8752/3 


London : 


STANDARD 


On sale every Thursday 
VICTORIA ST., BOLTON 
com | 


im & WATTS LTS. 
2-4 SPWORTE ST,LONDOE LES 
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announces a 
guaranteed 
net sale of 


MOTOR SHOW NUMBER 
ON SALE OCTOBER 13 


PUBLISHED BY HERBERT |. THOMPSON LTD 
6 QUEEN ANNE STREET PORTLAND PLACE LONDON WI 
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SPEC 


Fresh-readable-interesting 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


1S INDISPENSABLE TO ENGINEERS 
Put it on your schedule for technical advertising 


tmmort & 
MACHETE OFRCE 
—_— 


bee 


7 +N" SERVICE 
Many gy comprenensive 
supply data then 
yy onus plate ready for yo 


concerns find 
basic 


from idea to 


IMEN COPY & RATE CARD OW REQUEST 


A reliable medium 


for 
HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
Tessdoye & Fridays 


COMPANY LIMITED. 21 BEDFORD STREET. LONDON WC? 
hh NG STREET WEST manceeiTon 5 
— 


service 


invaluable 
handies the job 


the Company 
ur machine 


E STRAND LITHOGRAPHIC CO. LTD 


1S) FARRINGDON RD LONDON E.C.1. Telephone Terminus 2691 (4 lines) 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LIMITED 


172a Plough Rd., Battersea, S.W.! 
Tel. Nos. Battersea 5300 & 4886 


Rathbone /24! 


* POSTER SITES 


BULLETINS 
HARROW 


COMPANY 


PADDINGTON o1se/) 


BILLPOSTING 


37, Spring Street, W.2 
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in TRADE & TECHNICAL ADVERTISING 


OMMENTING on the 
article “Shortage of First 
Class Art Work Hampers 


Technical Advertisers” (July 13, 
p. 82) by J. H. Miller-Wheeler, 
Mr. Harold Connolly writes: 

I feel that Mr. Miller-Wheeler 
has mainly touched on the manu- 


facturers’ side of the technical 
artist shortage The technical 
advertising artist has to be a 


specialist, because, combined with 
a sound technical knowledge, he 
must have a thorough grasp of 
all methods of reproduction, and 
a great versatility in presenta- 
tion. Obviously, Morris would 
not want their catalogue to look 
the same as Austin or Standard. 

I have specialised for nearly 
thirty years on illustration for the 
motor industry, which embraces 
every vehicle from motor cycles 
to tractors, and cach day | seem to 
learn more about the job, and 
there is still a lot more I should 
like to know. 

There are several tip-top artists 
who, given a photograph, can 
produce a superb drawing of a 
car or truck; but when the vehicle 
is Not ia existence, it requires a 
good deal more than a good 
artist on the job. 


No Chassis, 
No Blueprints 


Frequently, with the approach 
of a Motor Show, I have been 
asked to produce the drawints 
for a catalogue, but on arrival 
at the works I have found no 
cars, only a bunch of blue prints 
In one exceptional case in 1937, 
there were no blue prints and no 
chassis, but we managed to pro- 
duce a beautiful catalogue, com- 
plete with chassis drawing, which 
was delivered on the stand the 
day the show opened 

On another occasion, I found 
only a chassis, and had to design 
the whole exterior of the car and 
four alternative bodies. 

I mention these examples just 
to show that a specialist, in the 
full sense of the word, was 
needed on the job One must 
not only know how to draw, but 
how the cars or trucks are made 


It takes many years, and a real 
love of the subject, to be a 
specialist; and it entails a con- 
centration on one subject to the 
neglect of others Although 1 
can draw motor cycles, I still 
cannot make a good job of a 
push bike. I do not think any 
one will equal Patterson, now 
over 80, in this field 

To complete the job, one must 
have a fair competence in land- 
scape and a useful knowledge of 
figure drawing 


Avuoust 10, 1950 


The Technical Artist 
Must Specialise 


Now may I say a word to the 
agencies and manufacturers who 
make use of specialist services? 
This kind of work needs a back- 
ground of many years of study 
and hard times, and when com- 
Petent the artist expects a reason- 
able return for his work. These 
drawings, particularly from blue 
prints, or even less, require many 


Mr. Miller-Wheeler’s article 

has evoked a number of replies 

from technical artists. Here 

is a letter from one who has 

been drawing motor vehicles 
for 30 years. 


days of preparation and, often, 
many visits to the works, before 
the finished art work is begun. 
This must be taken into account 
when charging for the finished 
drawing. 

Before I could finish one par- 
ticular job (four colour drawings), 
1 had to visit the works, over fifty 
miles away, eighteen times. The 
final price seemed rather steep, 
therefore, until I showed the many 
hours I had spent on the work. 

Another point. It is almost 
impossible, even for the super 
contact man, to carry to the artist 
all the mass of technical detail 
required for the drawings. So 
please let us contact the client 
personally. I have always found 
the works drawing office and the 
publicity manager most kind and 
helpful, and many of the tasks J 
have undertaken could not have 
been completed without this help. 

Finally, 1 do agree with your 
contributor that there should be 
a list of those of us who 
specialise. There are many of us, 
dealing with ships, planes, cars, 
heavy engineering, etc. and | 
think that the shortage would not 
be so apparent if the buyers could 
get in touch with the artists. 


All About Steel 


The last edition of the /ron 
and Steel Directory and Hand- 
hook was published in 1939, and 
it was only recently that con- 
ditions had become stable enough 
to justify re-publication. 

However, the 1950 edition (the 
sixth, at 25s.) is now available, 
with an up-to-date directory 
section and analyses of pig irons 
and the various British Standard 
Specifications for ferrous 
materials revised so as to be in 
line with the latest practice. 
Publishers are the Louis Cassier 
Co. Ltd 
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COMMERCIAL | INTERNATIONAL 
VEHICLE RAILWAY 
EXHIBITION CONGRESS 


LONDON ROME 
= 


MODERN TRANSPORT 


THE WEEKLY ILLUSTRATED NEWSPAPER 
OF THE TRANSPORT WORLD 


will publish three enlarged issues :-— 


SEPTEMBER 16th, 23rd and 30th, 1950 


These will cover the exhibits, developments and proceedings at these 
two events of outstanding national importance. 
They will be read and studied by buyers, manufacturers and 
technicians from all over the world—men, who have the authority to 
purchase plant, materials and services. 
There is a limited amount of advertising space still available in these 


issues. Early application should be made to:— 


The Advertisement Manager, MODERN TRANSPORT 


NORMAN HOUSE, 105-109 STRAND, LONDON, W.C.2 
Telephone : TEMple Bar 6371-73 
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COMMERCIAL FILMS 


PAUL NUGAT dis- 
covers a film that only 
a fanatical schoolboy 
could enjoy, another in 
which no shot is wasted, 
and a good example 
of cartoon technique. 


HERE can be too many 

! fingers tampering with the 

spools of a sponsored 
film. 

In “The Locomotive,” ten 

manufacturing members of the 

Locomotive Manufacturers’ 


Association * of Great Britain 
have got together‘ to make a 
Kodachrome “how-we-all-make- 


it” film. The net result is a long- 
winded, uninspiring commentary 
which will damp the enthusiasm 
of all but the fanatical schoolboy 

-for whom the film was not 
made. 

The tragedy is the greater in 
that the colour photography gives 
results worthy of a much better 
fate. Producers are Furneaux- 
Weber Ltd, and the running 
time is 33 minutes. 

The same producers showed 
me the rough cut of a short 
travelogue of Holland, using 
Gevaert colour. This colour 
process produces a soft sepia 
effect, which is particularly pleas- 
ing in scenic photography. For 
sponsors who de not need more 
than 50 copies of a film, the 
ready availability of Gevaert in 
4§ mm. deserves consideration. 


The Question 
Of Humour 


TTVHE British Rubber Develop- 
ment Board have sponsored 

an introductory film, “This is 
Rubber,” dealing with Malaya's 
considerable contribution to our 
dollar earnings 

The subject has been treated in 
a straightforward fashion. We 
are shown the planting and grow- 
ing of rubber trees; the tapping 
and processing of their latex; 
transportation; and the people 
who help to make rubber into the 
many articles we use daily from 
the cradle to the grave 

My only serious complaint 
about this well-photographed film 
is its attitude towards humour 
Humour in our sponsored films 
reminds me more and more of 
the dry-as-dust lecturer who, 
aware that he is liable to lull 
everybody in the audience into a 
deep sleep, tries to put his 
listeners into a good humour by 
beginning his lecture with a joke 
Thereafter, he keeps strictly to 
the point 

Verity Films produced the film 


Reviews Of New Productions 


TOO MANY FINGERS 
SPOIL THE SPOOL 


A good lecturer may find it 
useful background material. 
Running time about 15 minutes. 


Moth, Spider 
And Beetle 


IOLOGIST, ent o mologist, 
smallholder and agricultural 

student will find that the three 
new films produced by Shell 
Chemicals Ltd. deserve a perma- 
nent niche in their film libraries. 

With immense care, the com- 
pany have depicted, in Koda- 
chrome, the life cycle of the winter 
moth, the red spider and the rasp- 
berry beetle. These insects depre- 
date orchards and crops and are a 
constant scourge to farmers 
Their control and suppression by 
the spraying of chemicals is part 
of the battle to increase the world 
food supplies 

These films confine themselves 
to a microscopic study of the 
lives and habits, because Shell 
have appreciated that the sale of 
their chemical products is depen- 
dent upon a correct appreciation 
of these enemies of our larder 

Each film runs for ten minutes. 
Not a second too long, not a 
superfluous shot anywhere 


Full of Zip 
And Colour 


ATEST batch of filmlets to 
be produced and distributed 
by Theatre Publicity Ltd. in all 


the Odeons, Gaumonts§ and 
Granadas throughout the U.K. 
are full of zip and pleasantly 
blended colour. The only black 
and white among them is a newsy 
little item about the publication 
in the Sunday Chronicle of box- 
ing promoter Jack Solomons’ life 
story 

The four new animated dis- 
plays are for Ulster’s Own Ideal 
Home Exhibition, Ryvita, John- 
son's Wax Polish No. 1 
Invicta Underwear 
Thames Gas Board introduce that 
animated model, Mr. Therm. 
The Midlands Electricity Board 
show one cartoon on water heat- 
ing, another on all-round service 
Radox and Littlewood reach the 
screen public with one cartoon 
filmlet cach. And Gordon Moore 
toothpaste and Dreft have util- 
ised live-action to show the 
virtues of their products. These 
filmlets are going from strength 
to strength. 


Swiss Physiognomy 
Captured 


VERY good example of 

how an_ instructional film 
can also be an entertaining one 
comes from Pinschewer Films 
Ltd. 

They have made a _ colour, 
cartoon film, for the staff of the 
Swiss Federal Railways, which 
in eight 
importance of 


minutes packs in the 
team - spirit 


Pouring latex into the tanker—a still from “This is Rubber.” 


between various departments; 
how to keep the paper work 
under control; care in the hand- 
ling of goods; better shunting; 
and avoidance of cloak-room 
muddles. 

The animated drawings really 
capture the Swiss physiognomy 


Nugat has nothing but praise for 


the cartoon film made by 
Pinschewer for Swiss Railways. 


and the cleanliness of the 
country’s railways. That Swiss 
Railways find enough to criticise 
to justify the sponsorship of a 
film for internal relations only is 
a measure of the pains they take 
to keep their service up to 
scratch. 

The film fades out to the strains 
of their male voice choir singing 
a lusty railway song. 

BR, please copy! 


“* Earth And 
Its People” 


N arrangement between Louis 
de Rochemont's World Films 
Inc. and G.B. Equipments Ltd. 
for showing the former's series 
of films entitled “Earth and its 
People” in Great Britain will 
enable many people to enjoy 
Mr. Rochemont's fascinating film 
“The Eskimo Hunters.” A com- 
mentary in pidgin American has 
the simplicity of the life led by 
these intrepid and lovable folk. 
“Will Europe Unite?” is a fast- 
moving compilation of visual 
reasoning which aims to show 
that, despite many difficulties, a 
common way of life underlies the 
lives of Western Europeans and 
that this might eventually lead to 
the merging of national interests. 
The producers have been wise 
enough, however, to leave un- 
answered the question posed in 
their title. 


(Continued on page 242) 


es = Pe 
F ae: 
Sc cer 
/ . ‘ - ay? oF 2 aw 
a oe | < 4 ; 
+ ; a ; ae 
&. ras Pe $3 
— .* 
— « . 
; eS 
a | 
iL 7 
. | AF RSS 5 5 [a4 eg * 
Ts AAR: SS al 
kes fay ees sy a 
7 »o* . “ +3, a id ea Py ee ’ ‘ ‘ 
_ A . +  ) * a . + ’ : 
aye we ws es 
= 4 : “ . 
[ Wet Ree 3 “ i 
. 2» # dé Se. . 
f ae : 
Sore © ae + * : 
- “ = a 
a a ‘ : 7 BS Py ‘ = ; 
‘ —— . ree f 
X ee =e a 
. * . er ‘ 
a pl 
_ } ~.. 
iv Ba 96 BAITS OD ATIOO tte 4 
: es a eee ee Ae i Te SA ge” res Re oe ee ee 


them | Auddindie SE Yor then! te 
fact; “enerybody’ $ happy, about Colour ‘i 
Filealeta, ee 


: TRE Pusuicity tte oe 
gd controllers of shegen’ advertising. for 
EN AND. GAUMONT; THEATRES 
Sates ond. Prodi: «som Offices “ite: 
Fis Fame, Was Seb, Wt 


. : Ae a ee, = 3g s) a 7 oy aan - ka Th ee el : 
eae ‘ 3 i i} ; 
Sas 
te — | 
a” : . ADVERBS Y 4 ; 
> en parece ase wae td .. TABS + as Ce ee ‘Ss v eS ania Sy 
” y pe ne a ete a Beast 2 a Tia Rae 
a ‘ 8 le uy ‘ as cae par rie 1s) ee eae re 
pre 4 Bee ie Oh zz > ne dt i, eee. = . 2 Le ee : hee 
i T E A JR baat: * qs ve pe * tag ‘t a p Be M cA 7 cs re 
= ; aed ee: eee FG, xa Yer. Ge a en Ps as Eos ik 
ee ana . 3a gies. ee Me oe ; 
: re | a Pt oe hie: if.) Se i Nes SMe oe 
; cj ae. c ~ eae Fis g° is fe re si tae s 
: : Za C or, i Bud eon ’ “ier : as Kata ¢ ai 
* Re ck : - —S gO ey See . 
= 2 "OF COLOUR FREMLETS = 
. ¢ an q Fk. aa gee é 
ie: : ¥ ee |: a ae 7 = t + ot eee aN 4 
ue” is coe ts p det ae - . S-ei ee : geweas : 
a e ‘ Reese 4 y it . Ex, * eae hE ie 
me : PR cal Bale Le SERS AS. © - ema |. e 
e ; ag ath Cee anid} i 7" eo. i. if ‘ “ated 
é i Sip bie Bay ‘ Lt jet. 
& Bee. Pe? 6 a Soa deni 5; ‘ 
; i Lie. G., 4" : 
we “ies aoe gee 
bel pr Aes reed 1 
a ‘ a sgt = eS ae 
_: 5 * ‘ nS . i 3 : 
as aes ee re t. 
i i ue ~" f 
ee 3 e's : ae; 
2 , “ea a 
’ : nf a Fak Lhe 
a ae e > . ~ AS 
H . . fy , ‘ 
i : 2 ° 4 : . 
ae oes ee 7 
is ‘ 3 iat ae =" 
' : re. OS 
= . a a 
: 2 ae 5 ‘ 
1 oudionce : Ps 4 
¥ iB 3° : . ad wy, cy r¢ 4 y 
. a { . eo > j ; 
i , oe 4 0: Z fg 
ney é - te 
ae * . 5 Was! ee ye 4 : 
te “ag “iyi ata 
att c . ian ; * avg q * 
be . = fae Rae eee As a Hien { kaha Sp ee yy : 
o* ee Wises She Ai) GIN "= aRate rs | Re So a bes, | 
ca iy S Pa a ee eae ups i a Vente of eae : . 
“af a A =, = aaa ge RN es ote 3) put 3 Pe a a ae . ii 
2 : - ote es eed f la Bey Ae Ge ie. ties 
y" ? ae SS sae Se = ‘ t Bae 2 ops ye a : eee. rn : 
Wg 4 hes eh < aa Ye “at p of Nee . 
= A es 5 1 ad os Say ¥ ots f 
2 ark set : ee oy SF | Ny ~ ms ‘ss : f f is es ye ag , 4 
oer eed. yee ite on l 4) ae a a ie iy 
4 ; : “ -_ : ‘ F3 y é : f i. a é ; > 2 a 4 
‘ AS -* 
j i Ef vas 4 
» > ps : 
: , fy ~ 
< 7 : | , 
*. i 4 
Aa - , = 
Le . on A * 
- i | x hes i + ieee sm > 
‘i ; oe || watt) oleae FF , 
* eee ue Ses Ree By = .. 
q “ae bees ee eke sere tc on 
: = S J a ea q ; 
e ue Ludot gece 8 RS . 
. ' 4 { * ‘7 / cate ia a 7 
# A. % le ee ee 
* jaa 5 2 ee 2 oe 
: 4 &} wad Loety ei 
a = mat LS 
7 : of en a rege eth 
: ia te Mer al zaie ie i 
— 7 “d RM " ¥ 
r >» Pos Rt, 
ia % . a Bes eS 
: S .* ¢ 4 iy Aba - ry 
: ‘Z : . RS ROR 3 
: 3 ad A =~ See ee ae 
7 | ee Pp a te ee ta =e 
rid ; va hota ager oi CM 
a * haley a) 5 : Bi is i oo pee Sake. . 
eet: ; a Same >, 
ne P ‘ 5 "| Ween ta taatt 
bala. : a Bie : 
’ st Pe oe 
: 3 Ag 
rr, : f Br 2 
p i : 4 Bess 
i os af a ry 
: ee | 5 ea 
ie Ee! +73 
‘ ty yi eh é 
ert. ; geal < 
Y ai { sa > a 
ie : % ; ‘ . 
' aor.” . 
Sy —— CO z b ira : - 
i 4 peerera — _ — 
se ai : 4 = rt ; mM . 


« 
y 


ADVERTISER'S WEEKLY 


The Browns 
are at the 
Pictures ! 


So are the Smiths and 
Robinsons - YOUR 
CUSTOMERS! No 
matter the weather, you can 
always be sure they will be 
there! Over 15,000,000* of 
them - or more than half 
the total cinema-going 
public - can be reached 
through Presburys - the 
firm who first introduced 
the screen to National 
Advertisers. 


The quality of Presburys’ 
production of films and 
slides is unsurpassed ~ and, 
what is more, they PULL 
RESULTS! 


*Based on 40% of capacity attendance. 


PRESBLURYS 


S. PRESBURY & CO.,LTD 
GLOUCESTER HOUSE 
19 CHARING CKOSS ROAD, W.C.2 
Whitehall 3601 


Priestleys 


SILK- SCREEN + EXHIBITION + DISPLAY 


PRIESTLEYS OF GLOUCESTER 
TELEPHONES : GLOUCESTER 2228/-2-3 * 
: TRAfolger 4277/8 rs 


SEE 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


S$ VAUXHALL BRIDGE ROAD 
CTORIA+S.W.1. TEL. VIC 0912.3 
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- U.S. Sponsors’ Output 


Was ** Enormous” 


CHECK-OVER of the 
A wes directory of Film 
World, the American 

journal covering the 16 mm. 
field, shows that there are about 
980 film sponsors, 294 manufac- 
turers of film equipment and 
accessories, 190 distributors, and 
some 630 film production com- 
pamies in the U.S.A 

The enormous volume of film 
production last year would have 
been even larger, were it not that 
distribution difficulties, which 
have also been the bugbear of our 
own industry, hampered the 
expansion. In a survey con- 
ducted by the Seton Hall Adver 
tising Foundation, New Jersey, 
1,000 firms were quizzed: 65-7 
per cent intend to use visual 
aids in their future programmes; 
58:4 per cent already make use 
of films. Most favoured type of 
sponsored film was sales promo- 
tion with 32-1 per cent; training 
films followed with 26:5 per 
cent; public relations with 
32:7 per cent. The 41-6 per cent 
not using films all complained 
that production costs were too 
high. Further, 55-4 per cent of 
their number favoured other 
media; 286 per cent said that 
distribution channels were inade- 
quate; 7-1 per cent felt that dis- 
tribution costs were too high 
The status of television § in 
America is clearly marked by the 
statement from 78 per cent of the 
firms intending to use films that 
they would be made with an eye 
on their suitability for TV 
programmes, 

The American public now has 
a free-loan service of 2,000 films, 
600 of which were added during 
1949, The specialised audience 
has a choice of several hundred 
more. The American sponsored 
film ranges more widely than does 
our.own. Films appear to be 
consistently made on sales talk 
and annual reports——topics so far 
neglected by British industry 

Some outstanding examples of 
the stress being laid on salesman 
ship came from the Kelvinator 
Corporation, who organised a 
special course on salesmanship in 
world trade and from the Atlas 
Supply Co.. who equipped a 
“flying showroom” plane with 
films for a round-the-world sales 
tour 

In the training of new per- 
sonnel, the Indiana Bell 
Telephone Co. discovered that 


| visual aids speeded up the train- 
| ing by 25 to 3 per cent 


Montgomery Ward & Co. used 
films to demonstrate that courtesy 
and sales efficiency could reduce 


| cash register errors by SO per 


cent, sales check errors by 60 


| per cent, referrings to catalogue 


by 25 per cent, and customers’ 
complaints by 15 per cent. In 
addition, sales went up, so that 
all their 630 stores are to recerve 
this training. 


Projection Rooms 
For Tyre Dealers 


On the exhibition side, the 
General Tire & Rubber Co. are 
equipping tyre dealers with 
16 mm. projection rooms for 
showing sales films. The railway 
companies are going ahead with 
the construction of train theatres 
to distract passengers from the 
tedium of long journeys. Pan 
American Airways returned the 
impressive figures of 3,500 to 
4,000 film shows a month in 54 
localities to 84 million people. 
The Federal Land Bank System 
increased their showings by half 
in twelve offices. The Shell Oil 
Co., pursuing the same policy of 
free shows as their British coun- 
terpart, showed to 2 million 
people. The same number of 
people saw the Bemis Brothers 
Bag Co.’s “Saga of Soil,” of 
which 40 prints are in circulation. 
The expectation that some 800 
prints of the films of General 
Mills and the Wilson Sporting 
Goods Co. will be required this 
year has been forecast, on the 
basis of the 5} million audience 
of last year. 

But the most solid progress has 
been made by the schools. The 
resistance of the pedagogic world 
to films sponsored by industry 
has given place to an increasing 
number of teacher-commercial 
producer teams. To meet the 
financial difficulties which face 
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small schools and small 
producers, teachers have formed 
co-operative associations, and 
producers have banded them- 
selves into consultative and dis- 
tributive organisations. These 
joint school film libraries have 
helped to increase the demand 
for films by one-third in the last 
year. 

The survey-consciousness of 
the Americans is again in evi- 
dence in the Wisconsin State 
Department of Audio-Visual 
Instruction, which has found 
that, among its 1,500 schools, 
87 per cent use slide films; 75 
per cent of the teachers use sound 
films; 82 per cent of the larger 
schools use films; and practically 
all schools own at least one 
projector. 

Furthermore, more than half 
the films now in the school 
libraries have been bought during 
the last year. As a result, the 
department has recommended the 
part-time or full-time appoint- 
ment of visual aid directors, 
according to the size of the 
schools and the number of 
teachers. 

According to Film World, 
some 1,500 educational films were 
produced in 1949—half as many 
again as in the previous year. 

Adult education in matters of 
good citizenship received an 
impetus from the formation of 
Community Film Councils under 
the auspices of the Film Council 
of America. These autonomous 
councils draw representation 
from every kind of local body 
within an ordinary community 
Some 120 Film Councils have 
come into being in the last two 
years to show films on parental 
problems, education for peace, 
the United Nations, the atomic 
age, etc. The headquarters offices 
maintain relations with  inter- 
national bodies like UNESCO 
and film organisations abroad 
The development of _ these 
Councils will undoubtedly lead 
on to a fruitful exchange of film 
on 16 mm 


TOO MANY FINGERS SPOIL THE SPOOL 


(Continued from page 240) 


“Wheat Supply Of Canada” is 
a G.B.1. film showing the yearly 
cycle of production, the vast 
stretches of wheatland being 
harvested by machinery, the 
passage of the grain to ships at 
Montreal Apart from the 
geography lesson, which seems out 
of place, as the camera follows 
a grain ship through the Great 
Lakes to Montreal, this is a good 
background film in two reels. 


Documentaries 
From India 


ROM the Films Division of 
the Government of India 
come three documentary films. 
“The Cup That Cheers” tells 
the story of tea; its universal 
appeal; the growing of the tea 
bush; the processing, grading and 


packing within the tea factory; 
and different tea-drinking habits. 

“The Private Life of the Silk- 
worm” shows the life cycle of the 
silkworm and the way its house 

the cocoon—not only protects 
the chrysalis, but provides the 
raw material of a world-wide 
industry. 

“Indian Minorities” stresses 
the age-old tradition of tolerance 
and hospitality for diverse races 
and religious creeds 

All three films are packed with 
interest—too packed. They move 
from point to point at such high 
speeds that the technique of 
camera movement is given no 
play in which to select angles or 
to heighten the telling of the 
story A little less haste and 
India’s film industry will begin to 
make important contributions to 
the store of information films. 
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Safeguard Your Films! 


This article is the first of a series written by E. MITCHELL 
GREENWOOD for the sponsor and the sponsor-to-be. 


HERE are many sponsors 

who, if their films were 

lost or damaged, would 
find themselves in a difficult 
position. Granted that most 
do insure their films for the full 
monetary value, quite a number 
of them do not realise that 
money alone cannot guarantee 
satisfactory replacement. 

There are twu reasons for this. 
One is the gradual deterioration 
of quality which the prints suffer 
as a result of wear and tear of 


the master. The other is that 
film (unlike letterpress type, 
which consists of replaceable 


symbols), can only be replaced 
by re-photographing. This is 
practically an impossibility, par- 
ticularly where real-life scenes 
are concerned. 

Three media are normally 
used in the making of commer- 
cial films—Technicolor, 35 mm 
neg-pos, and 16 mm. In the case 
of Technicolor prints, the pro- 
tection of the original negative 
material is undertaken by the 
company, but it would be wise to 
acquie a “protective grey 
master,” to be kept away from 
all other printing material by the 
sponsor. 

Similarly, in the case of 35 
mm. neg-pos, the producing com- 
panies often look after the provi- 
sion of alternative printing 
material. This method of pro- 
ducing films is the most important 
one of the cinema entertainment 
industry and, as an _ original 
negative often represents an ex- 
penditure of a quarter of a mil- 
lion pounds or more, protective 
methods have been developed 
rather fully. 


“A Lavender” 
Is Necessary 


The sponsor of a 35 mm, film 
should invariably have prepared, 
as soon as the film has taken its 
final shape, a fine grain positive 
duplicating print (sometimes re- 
ferred to as a “lavender”), so that 
a duplicate negative can be made 
for the purpose of printing the 
show copies. The original and the 
fine grain can then be stored 
apart, either one being sufficient 
adequately to perpetuate the 
film. 

Thirdly, there are the films 
made directly on 16 mm. This 
method is favoured by the non- 
professional maker of commer- 
cial films, such as an employee of 
the sponsor. Further, most pro- 
fessional 35 mm. non-theatrical 
producers also undertake 16 mm 
work, and a number of com- 


panies produce on 16 mm. only. 
film-makers 
reversal 


Hitherto, 
have 


these 


generally used 


film, but are tending more and 
more to use 16 mm. neg-pos for 
monochrome productions. With 
the latter method, protection is 
effected in the same way as for 
35 mm. When reversal film is 
used, however, protective mea- 
sures are not so satisfactory.f At 
present, almost the only practic- 
able way of producing a spon- 
sired film in colour is by means 
of reversal, and so it is necessary 
to accept, and make the best of 
the compromise methods of 16 
mm. reversal safeguards. 


Reversal 

Printing 

In reversal printing, the dupli- 
cation consists of taking a positive 
print from a positive original. 
(This original, being positive, can 
be projected; but this should 
never be done.) Each print is 
slightly inferior in screen quality, 
but apart from this there is also 
a progressive deterioration due 
to wear and tear of the original 
Under favourable circumstances 
the limit of good prints is about 
100 copies, but it may be as low 
as W 

Because of these inherent copy- 
ing difficulties the possibility of 
duplicating while shooting—by 
photographing é¢ach scene twice 
—has been seriously considered 

This is not a real answer. Pos- 
sibly the most satisfactory solu- 
tion is to make the first three 
copies for protection purposes 
and to tell the processing stations 
that these are wanted as dupli- 
cate masters so that they may 
keep contrast to a minimum. 

Show prints may then be 
ordered, preferably from the 
original. so that the new film 
should be judged under the most 
favourable technical conditions 

The foregoing recommenda 
tions are put forward to ensure 
that prints of reasonably good 
quality are always available, but 
a copy may, of course, be made 
of almost any existing print 
Nevertheless, while this might be 
satisfactory for record purposes, 
it would do more harm than 
good if used for public showings 

In conclusion, mention might 
well be made of a scheme by 
which the British Film Institute 
endeavours to secure selected 
Britssh films for posterity In 
some instances, this is done by 
depositing original negatives in 
their vaults, these being kept 
under suitable storage conditions, 
and yet being available to the 
owners of the copyright, when re 
quired, for copying purposes 
This seems to be an excellent ar- 
rangement of mutual advantage 
to both the community and those 
producers whose films are selected 
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SOUND-SERVICES 


LTD 
16mm. SOUND FILM LIBRARY 


RECENT ADDITIONS 
TO OUR CATALOGUE 
of educational, technical, prestige 


and industrial subjects 


“TERRA INCOGNITA” ( Philips Electrical Ltd.) 
(The story of the Electron Microscope ) 


7 


“BUILDING HOMES” ( John Laing & Son Ltd.) 
“POWER WITHOUT SMOKE” ( Brook Motors Ltd.) 


“THIS IS RUBBER” 
(The British Rubber Development Board ) 


“THE YOUNG ATHLETE” (News Chronicle) 
(Part 1—** Sprinting and Hurdling "’ ) 


“WEE BLUE BLOSSOM” ( ‘The Irish Linen Guild ) 


vi 
“BANKING AND THE FARMER” 


( Banking Information Service ) 


Catalogue available on application 


* 


WORKS AND FILM LIBRARY 
269 Kingston Road, Merton Park, London, S.W.19 
LiBerty 429! 


* 


AN ASSOCIATE OF THE FILM 


PRODUCERS GUILD LIMITED 
Guild House - Upper St. Martin’s Lane * London « W.C.2 


Ted: TEMple Bar 5420 


pre mies 


eee 


- ay 
ce 
. 


* Aucust 10, 1950 243 ee 
| UD | BRD oct S30 
& | 
* ; 
es | 
~ | . 
| A 
} a 
é 
; mm 
| P 1 a t 
a | 
: 
fe —- 
Ss ; 
; a 
at . ‘ees 
Hi, 2. 
: 
. . | 
mn | : 
a. | 
7 
Fe ee 
5) 2 ; « 
ie, eaemeen eeenrneen = 


8 SB 


ADVERTISER'S WEEKLY 


A LIVERPUDLIAN who 
gained much valuable experi- 
ence in London before return- 
ing to bring credit to his 
native heath 
is William H. 
Wilde, direc- 
tor and 
general 
manager of 
Lee and 
N i ghtingale 
(Advertising) 


Liverpool 
and District 
Pu b lic ity 
Association 


William H. Wilde 


officers’ ap- 
pointments body, after the first of 
those world wars, that, on the 
basis of his clue “Anything to do 
with the graphic arts,” sent him 
along to Odhams’s advertisement 
department. Under the late Arthur 
faylor and Philip Emanuel he 
found it a fine school 
Thereafter, though a rolling 
stone, he gathered much moss in 


Mainly Personal— 


By CONTACT 


the form of advertising experi- 
ence with, successively, E. Hulton 


& Co,’s Daily Dispatch, Dor- 
land's, the Evening Standard, the 
Star, and Alfred Bates (as service 
department manager). “Adver- 
tising, with all thy hazards, | 
love thee still” is how one could 
summarise his vocational creed 
That he has been able to help 
and advise young advertising 
aspirants has given him much 
satisfaction. 

It was in 1944 that Wilde re- 
turned to Liverpool and took up 
his present work. He has been 
on the general council of the 
Liverpool Publicity Association 
from the word “go” and last 
year Was its vice-chairman. He is 
also vice-chairman of the Indus- 
trial Advisory Council—a pro- 
free-enterprise body. Among his 
hobbies he lists “Public speaking 
in the cause of advertising and 
free enterprise (cach depends on 
the other).” 

” * o 
INDUSTRIAL artist Bernard 
Bowerman tells me that his water 
colour “Dawn Over Yorkshire 
Industry,” hung at this year's 


trong... 


into Venus 


Pressure proofed by patented 
process and cested at every 
stage. Only proven leads go 


Drawing Pencils 


MOOTH... 


A patented colloidal process removes 
grit and impurities—they must 
be smoath 


ACCURATE... 


Accurate through and through—graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every time 


THE PENCHK WITH 
THE CRACKLE FINiSH 


Perfect PENCILS 


THE VENUS PENCIL CO. LIMITED 


LOWER CLAPTON ROAD, LONDON, £5 
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Royal Academy, has been dis- 
posed of to a Devizes buyer. 

Bowerman does a great deal 
of work for advertising agencies 
and industrial concerns. A 
North Wales poster of his for 
British Railways was reproduced 
in Apvertiser’s Weekty last 
December, and another—a line 
and wash drawing of a Cornish 
china-clay mine—will illustrate a 
forthcoming article of his on the 
preparation of art work for com- 
mercial reproduction. Recently 
he completed a series of draw- 
ings for a pamphiet on Arcon 
tropical roofing produced by 
Rumble, Crowther & Nicholas. 

In his spare time, Bowerman is 
“tutor host” to Workers Travel 
Association parties whom he 
takes on Continental tours, teach- 
ing them sketching en route. He 
also instructs at W.T.A. sketching 
week-ends at Beatrice Webb 
House, Dorking. 


* ” * 


1] HAVE been asked by Frank A. 
Mercer, managing director of 
The Studio Ltd., to pass on his 
appeal for support for the 
Artists’ General Benevolent Insti- 
tution, of which the Arts Club 
has ap- 
pointed him 
Steward this 
year. I gladly 
d 


o § 0. 
A. G. B. I 
has been 
what one 
might call 
“the artists’ 
N. A. B.S.” 
for more 
than 130 


years; and | 
am sure I do 
not need to 
echo Mer- F. A. Mercer 
cer’s re- 

minder of the debt that advertis- 
ing packaging, and design owe 
to the artist. 


* * * 


AFTER spending about 14 years 
in the editorial staff of this jour- 
nal and a spell with C. P. Wake- 
field's as an account executive 
Fraser White is now sales mana- 
ger to Paul E. Derrick’s at the 
early age of 23. Part of his job 
will be to draw the attention of 
manufacturers to the resources 
of Derrick’s 20,000 sq. ft. “ad- 
vertising production factory” at 
Bournemouth 

Fraser is nothing if not ener- 
getic, whether selling advertising 
or advocating Liberalism. Even 
in his hobby, he was not con- 
tent merely to breed dogs and 
rabbits, but in 1944 organised a 
show of Himalayan rabbits that 
was, I believe, by way of being 
a record 


* * * 


POR some years it has been 
the policy of J. Lott Ltd. to aug- 
ment the staff of their New Zea- 
land organisation by sending out 
creative people from this country 
L. H. Warner, IHlott'’s London 
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manager, has given me some de- 
tails of this fruitful traffic. 

A little while ago G. L. Haw- 
thorn sailed with his wife and 
three young children on the 
Rangitata to “become senior 
artist in Lott's Wellington studios. 
A competent artist in all media, 
Hawthorn has had twenty years’ 
experience here both in commer- 
cial art studios and in agencies. 

Also departed for the Welling- 
ton organisation is Noel Johnson, 
copywriter. A New Zealander 
by birth, he came here to add to 
the experience he had already 
gained in N.Z. agency circles. 
For some time he worked on the 
publicity side of Philips Elec- 
trical. 

Warner tells me that though 
people contract to Llott for two 
or three years, they usually settle 
down and are very happy to stay 
in New Zealand. One who has 
served Ilott’s in Wellington for 
27 years—though he went out 
only for three—is Claude Wade, 
who recently returned to England 
for a short holiday. 


* * * 


H. W. YOXALL, managing 

director of Condé Nast Publica- 

tions, sends me the following 

epitaph, which he recently copied 

from a memorial in Southwark 

Cathedral : 

Here Lockyer lies interr'd, enough 
his name 

Speaks one hath few competitors 
in fame. 

A Name so great, so Generall't, 
may scorn 

inscriptions which do 
tombs adorne. 

A diminution thus to write in 
verse 

His eulogies which most men's 
mouths rehearse. 

His virtues and his PILLS are so 
well known 

That envy can't confide them 
under stone, 

But they'll survive his dust and 
not expire 

Till all things else at universal 
fire. 

This verse is lost: His PILL 
embalms him safe 

To future’ times 
epitaph. 

“Perhaps Lockyer’s pills would 
have been as well known to-day 
as Beecham’s, if he had not con- 
fined his publicity to one solus 
site” is Yoxall’s comment. 


vulgar 


without an 


WEEKS WISECRACK 
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“My secretary's so dumb 
she thinks a red setter is 
a Communist composi- 
tor.” 


; . * - + Md 
a = a i 
| po kk 
a». 
: Cs 
_ 
sa Lid, and a oe 
es now chair he 
7 man of the 5 ; us 
| ZZ a“ i 
JF 
it wa er |) 
a =” 
/ ‘ ; en . a j : a a 
Fy | : Yo 
WN an 
A SN | i 
BY PP os 
| | : 
a ee he 
ENUS iY) . 
1 a | \e Ot 
: ST \ Lb Aa : 
| Po | - Ls : , cos ¥ 
. ee etinmemnmmminnaeem Fe 
a: se Ray tek a # a? ee Sl ee beg a eee ee me, ee 4 


Auoust 10, 19580 


ADVERTISER'S WEEKLY 


NEW ‘BOOKS 


REVIEWED 


Britannica Book 
Of The Year 


Britannica Bock of the Year 
(Encyclopecdia RBritannka Lid. i2 


1950 
10s.) 

To journalists, advertising men, 
public relations officers, and all 
of their ilk whose work requires 
a comprehensive background 
knowledge of current and recent 
events, this Britannica Book of 
the Year should prove a boon 
For here, in 750,000 words, and 
illustrated with 300 photographs 
and 56 maps, charts and car- 
toons, is set oul for easy reter 
ence everything one ought to 
remember, but too often forgets, 
about what happened in 1949 

Edited by John Armitage, 
London editor of Encyclopaedia 
Britannica, to which it is an 
annual supplement, this book is 
both comprehensive and authori- 
tative. as a glance at its list of 
contributors will show. Of the 
492 contributors named, many of 
them outstanding in their fields, 
252 are British and 215 Ameri- 
can. Among the most important 
features are economic surveys of 
the Great Powers, that on Russia 
being claimed as the most all- 
embracing published since the 
war 

Advertising, of course, has a 
chapter to itself, very adequately 
summing up the principal events 
and trends in the business during 
a year that was certainly one of 
marked expansion, though the 
writer's description of 1949 as a 
“boom year” may be arguable 
The three illustrations—a rhym 
ing advertisement for Punch, one 
of the Whitbread series of histori- 
cal posters for the Underground, 
and a Gillette “Good Mornings” 
poster—are well chosen. Adver- 
tising in Britain, the Common- 
wealth and Europe is covered by 
Arthur J Heighway; Daniel 
Starch and Roger A. Barton, 
editor of Advertising Agency, 
New York, contribute the section 
on advertising in America 

Derek Hudson, literary editor, 
The Spectator, deals with the 
newspapers and magazines of 
Great Britain, and Dr. Henry 
Durant, director of the British 
Institute of Public Opinion, 
writes on Public Opinion Surveys 
Albert Kirk. technical 
British Federation § of 
Printers, contributes the British 
section of the article on Printing 

The extent to which editors of 
trade, technical and specialised 
journals, here and in America, 
have been called on as contribu- 
tors is marked, and constitutes a 
tribute to the wealth of expert 
knowledge acquired by those 
whose business it is to record and 
comment on the events and deve- 
lopments of industry, trade and 
the professions. Space precludes 
mention of them all, but among 


secretary, 
Master 


them are W. K. Fitch, editor, 
Pharmaceutical Journal (on 
pharmacy); Miss Audrey Withers, 
editor of Vogue (on fashion and 
dress); Gotdon Hughes, manag- 
ing director, British-Continental 
Trade Press (hemp and jute), 
C. A. Morrison, advertisement 
manager and assistant § editor, 
Meat Trades Journal (on meat), 
and Leslie Lewis, editor, Furnish- 
ing World and British Furnish- 
ing (on the furniture industry) 
Cc DR 


IN BRIEF 


Managements Research in 
Retailing (Newman Books, 16s.) 
by H. Pasdermadijian, secretary 
of the International Association 
of Department Stores, Copen- 
hagen, describes the application 
of the principles of scientific 
management by a number of 
European department stores that 
managed to maintain contact 
over twenty years. One of the 
many useful sections discusses 
what has been done with regard 
to the problem of selecting 
which lines to advertise and the 
adaptation of the advertisements 
to different types of newspapers 


Small Printers Directory and 
Year Book, 1950 (Aquarius Press 
Ltd., 44) contains in fuller form 
all the information that caused 
last year’s edition to sell out in 
a few weeks. Reviews on modern 
machines, methods and practice 
a great many articles on subjects 
ranging from purchase tax to the 
use of mechanical tints; book re 
views; and a classified directory 
of suppliers to the printing and 
allied trades are included in the 
210 pages of this valuable little 
book 


The Scope Year Book of 
Industry. Trade and Finance, 
1950 (Scope Books Ltd., £2 4s.) 
contains im some 650 pages much 
valuable information. including u 
review of British economy in 
1949, public authorities, 
tions, and financial 
organisations, 
duction, 
labour 
tables 
sources 
and 
facts. 


assoctla 
and banking 
population, pro 
financial, trade and 
Statistics, conversion 
and a guide to statistical 

A panel of cconomists 
Statisticians compiled ‘the 


The Birmingham Post Year 
Book md Who's Who, 1950 
(Birmingham Post and Mail Lid 
12s. 6d.) contains, in this second 
edition, few alterations in format. 
but a number of suggestions made 
by readers have been adopted 
Any amount of useful municipal! 
information is included in the 
700-odd pages 
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STANDARD 


Catholic treland’s 


ENTERS 
80 000 
HOMES 


née. FLEET 


CEN 2 2715/4371 


National Weekly 
ole: 
rad 


MEMBERS 
OF 
A. B.C. 


ec 


SPECIALISTS IN DESIGN AND 
PRODUCTION OF BROCHURES, 
CATALOGUES AND SALES 
PROMOTION MATERIAL. 


ASTRAL ARTS GROUP LIMITED 


445, Vauxhall Bridge Road, London, $.W.:. 


Tel» Vie. spon 
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Agradaure and Horticulture 


of liwong 
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BORDAGE. 


GUERNSEY 
BRITAIN'S OLDEST POSSESSION 
is second to none for the high iy and output of its 
produc: 

The population of nearly 45,000 enjoys a good standard 

Well over 100,000 tourists wisit this island during the 

seafon 

This wealthy and compact market is covered by :— 
GUERNSEY’S OLDEST NEWSPAPER 

GUERNSEY 
1813) 


ST. PETER PORT, 
London Reps. C. H. G. Nida Led. 91 Se. Martin's Lane, W.C.2 


STAR 


GUERNSEY 


consult the experts 


POINT OF SALE 


advertising | 


# SHOWCARDS & SIGNS & 
STANDS IN METAL, WOOD 


DISPLAY 
AND 
PLASTIC gy METAL PRODUCTS 


% ILLUMINATED SIGNS 


ACME sHowcann «4 siGn CO. LTD. 
Paragon Works, Enfield, Middx 
Tel.: Howerd 165i Est. over holf « century 


BIRKENHEAD 
NEWS GROUP 


WIRRAL 


Weekly Net Sale 


80 Fleet St., E.CA. CEM, 2626 
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ADVERTISER'S WREKLY 


Have you seen? 


AY-GLO 


THE AMAZING 
FLUORESCENT COLOUR 
as Silk-Screened printed by 


TRIBE BROS +7? 


14 POYNINGS ROAD, HIGHGATE, N.19 


PHONE ARC. 2926 


On the Publicity for 
LONDON PALLADIUM HIPPODROME, BRIGHTON 
** Starlight Rendezvous” 
Folie Bergere Master Hypnotist 


HARRINGAY ARENA 
** Rose Marie On ice” 


CAMBRIDGE THEATRE ® 


* Ace Of Clubs" 
BRIGHTON 100 
BLACKPOOL TOWER “Ice Capades 1950" 
** Out Of This World” EMPRESS HALL 


CAMBRIDGESHIRE TIMES 


64,292 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele ; Central 9353 


Jan. To June 1950 
A.B.C. Figures 


Copies 
Weekly 


PERSONAL GIFTS THAT MEAN PERMANENT GOODWILL | 


7 


5° 


OUR ILLUSTRATED CATALOGUE IS NOW 
AVAILABLE SHOWING AN EVEN GREATER 
RANGE OF ADVERTISING GIFTS 
* 

Please write for your copy now or telephone CE Ntral 1812/3 


for a representative to call 


* 
R. SCULTHORP & CO. LTD 
BLACKFRIARS HOUSE, NEW BRIDGE ST., E.C.4 
THE PROPLE WITH A GIFT POR ADVERTISING 
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New Drawing Pen Has Felt Nib 


A new drawing instrument of 
value to commercial artists is 
being manufactured in this coun- 
try as a result of a chance meet- 
ing on a 


trans - At- 
lantc liner 
between Mr 
Henry G 


Dowling, ad-@ 
vertising® 
manager 
John Line && 
Sons Ltd.. 
and Vang 
Johnson, the # 
American 
film star. 
The instru- 


ment is the : 
Flo - master H. G. Dowling 
pen, made 


by Cushman & Denison Manu- 
facturing Co., of America. There 
is a factory in Britain and the 
pen may be distributed here by 
George Rowney & Co. It has 
the mechanical characteristics of 
a fountain pen, but employs a 
felt nib and special inks 

Mr. Dowling went to America 
to attend the annual conference 
of the American Institute of 
Decorators, of which he is the 
only foreign Fellow, an honour 
paid him for his help in founding 
the Institute 20 years ago when 
he was president of the British 
Institute of Decorators. He saw 
Van Johnson sign an autograph 
with a  Flo-master, and his 
interest as an artist was aroused 
Borrowing the pen, he sketched 
Van Johnson on the spot. Later 
Johnson sent him one at his New 
York hotel, and Mr. Dowling 
was so impressed that when he 


Hardware, Leather: 
R.T.S.A. Rules 


Domestic hardware, leather 
goods and gloves are the latest 
trades to be covered by the 
Retail Trading Standards Associ- 
ation in their Standards of Retail 
Practice series 

The rules stipulate that bait 
offers should be avoided in ad- 
vertisements, slogans must be 
accurate, and illustrations must 
not mislead as to “size, quality, 
quantity, design, substance, price, 
or any other feature.” 

Merchandise should only be 
described as a new model when 
being currently produced. “Brand 
new must only be applied to 
merchandise that is new in con 
dition 

Discontinued models should 
never be advertised in such a 
way as to give the impression 
that they are new types or models 
in current production at a re 
duced price. 

Where time limits are adver 
tised in connection with sales the 
limits stated must be observed 


An international exhibition of 
print and paper is to be held at 
Dusseldorf, Germany, from May 
26-—-June 10, 1951 


brought it home he interested 
George Rowney & Co., Ltd. 
While in America Mr. Dowling 
was made the first foreign 
honorary member of the Ameri- 
can Designers Institute. He is a 
st chairman of the British 
Commercial Artists Association 


Store Will Feature 
‘Designer's Choice’ 


The Midland Industrial De- 
signers Association are co- 
Operating with Lewis's Ltd. of 
Birmingham in a scheme to pub- 
licise objects of good design and 
quality. Every fortnight a selec- 
tion committee appointed by 
M.1L.D.A, will visit the store and 
select an article which they con- 
skier worthy of being the 
Designer's Choice.” The object 
will be on display for two weeks 
in the department from which it 
has been selected 

A transportable stand has been 
designed by Mr. Leslie J. Har- 
wood, in charge of an industrial 
design unit. The article is dis- 
played on a revolving table to 
which tickets giving briefly the 
reasons for selection will be 
clipped. 


Information Centre 
For The City 


The Corporation of London 
has confirmed the proposed estab 
lishment of an information centre 
The information service 
at present carried on at the 
housing and information depart 
ment of the Town Clerk's office 
will form the nucleus. 

An information officer will be 
appointed who will take charge 
of the centre, which it had 
previously been decided to estab- 
lish for the period of the Festival 
of Britain, After the Festival 
is over, he will be in charge of 
the centre wherever it is located 
A temporary site, approximately 
at the west corner of the junction 
of Cannon Street and Friday 
Street, has been chosen 


, ° 
‘N.Y. Times’ Brochure 
The New York Times, British 
represeptatives of which = are 
Joshua B. Powers Ltd., has issued 
a brochure, How to Get Your 
Share of the American Market 
Printed = on glossy paper 
between red, white, and blue 
covers. the brochure develops the 
theme that New York is the 
nerve centre of U.S. business, that 
newspapers are by far the most 
important advertising medium, 
and that leading groups in indus- 
try and finance read the New 
York Times, which, it is claimed, 
has won twice as many Pulitzer 
Prizes for outstanding journalistic 
achievement as any other US 
newspaper. A map shows the 
najion-wide Sunday circulation 
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FIRST CLASS 
VISUALISER & LAY-OUT 
ARTIST REQUIRED 
Applications are invited for the above post, which 


offers excellent and interesting opportunities for a 


visualiser who possesses exceptional creative and 


artistic gifts and whose experience convinces he is 
capable of producing visuals of the highest standard. 


The National and Trade accounts on which he will 


be expected to work allow a man of undisputed 
ability to utilise his powers to the full. He will be 


expected to work independently and on al! questions 
of creative policy his opinion will be asked and his 


views considered. The salary suggested is good with 


participation in a sound superannuation scheme. 


* Write for appointment detailing in full previous 
experience and salary required. 


STUDIO DIRECTOR, Box 226 ADVERTISER'S WEEKLY 


ADVERTISER'S WEEKLY 


UP WE GO! 


a <a” — The CERTIFIED daily net 
-” — sales of IRISH NEWS still 
show an upward trend, in- 
creasing its ‘exclusive circle’ 
of non-overlapping circu- 
lation. 


MA 
195 


43.306 
Irish Dews — 


BELFAST 


LONDON OFFICE : 
177-8 FLEET STREET - E.C4 Phone: CENtral 8497 


o~=< 


Clothes and 
Fashion Advertising 


An Opportunity 


A London Advertising Agency, long estab 
lished, financially sound, good repute and 
fully recognised desires to expand in the 
advertising field of fashion, clothing and 
the “rag™ trade generally. To an advertising 
man or woman experienced in this field and 
in a position to introduce sound business 
a first-class opportunity is available. At 
the moment the agency handles very littic 


in this field and its executives know of and 


are sponsoring this advertisement to develop 
in this direction. Please write in full con 
fidence to “Managing Director,” 


Box 341 Advertiser's Weekly 
180 FLEET STREET - LONDON . E.C4 


(BARNET) LIMITED 


167 HIGH STREET - BARNET - HERTS. 
TEL... BAR. 3222 


May we put our experience at your disposal 
Specialists in Display and Design 


Actual Manufacturers of 
DISPLAY UNITS, SALES AIDS, SIGNS, 
STANDS IN ALL METALS 


INCLUDING WROUGHT IRON, 


TIN BOX MAKING. 


| Displays by Morey mean increased sales 
Our Aim: Quality combined with economy 
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ADVERTISER'S WEEKLY 


THAT Col, A. N. C, Varley, who 
was injured in a car accident re- 
cently, has now left the London 
Clinic and is convalescing in 
Cornwall. 

* 
THAT Mrs. Helen 
account executive at Mather & 
Crowther Ltd., is back in action 


after an operation for append: 
cilis. 


* 
Cheney, 


* * * 
THAT the chairman, vice-chair- 
man and joint general manager 
of Harding, Tilton and Hartley 
Lid., makers of “Van Heusen” 
shirts and collars, are to visit the 
Dominions soon to examine the 
possibilities of further develop 
ment. 

. * * 
THAT fourteen Warrington and 
district motor haulage contractors 
have started collective advertising 
in local newspapers, stressing the 
advantages of dealing with “free” 
haulers 

* * 

THAT suggestions for the control 
of outdoor advertisements in 
Beckenham, submitted to the 
Council after the local planning 
group had a survey of 
existing sites, were rejected. 


We Hear— 


THAT Frank Waters, assistant 
Managing director News 
Chronicle, presented prizes at the 
international athictics mecting, 
sponsored by his paper, at White 
City on Bank Holiday 

* * * 
THAT Col. George Warden wil! 
be among the instructors at a 
three-day rugby instruction 
course for school boys opening 
at Wanstead on September 4. 

* * . 


THAT Samuel Hanson & Co 
makers of Red White and Bluc 
coffee, have recently introduced 
a fruit squash. And 
* * a 
THAT no advertising is planned 
at the moment for this or any 
other of the firm's products 
* * * 


[HAT Miss Phyllis Thompson, 
press officer to the Electrical As 
sociation for Woman. has gained 
her B.A. (Hons.) degree in Eng 
lish at London University 
* * * 

THAT the South-Western Arca 
Council of the Meat Traders’ 
Association decided at its annual 
summer conference that the Asso 
ciation should have its own 
public relations officer 


ADVERTISING MANAGER'S CORNER 


to be able to score off, 


walls. 


body else an innings 


yours for six? 


THE FIRM 


distinctive showcards, 


HARRIS ADVERTISING saa = 29.30 


REG 


Stumped ? 


Do you find yourself stumped for ideas just when 
the break you've been waiting for comes along? 
There it is—a red-hot opportunity that you ought 
and your brain just stone- 
When that happens, it’s time to give some- 
Why not relax for a change 
and watch Harris sending those display worries of 
You'll soon see the difference that 


the real professional touch makes. 


clever cut-outs by 


HARRIS 


witTtH 


EXPERIENCE 


KINGLY STREET 
1295-4 


LONDON, W.! 


Auocust 10, 1950 
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PREPARING AMERICAN “COME TO 
BRITAIN” AD. CAMPAIGN 


A planning conferenge for the 
1951 “Come to Brifain” American 
advertising campaign taking 
place in New York, is showa in 


this picture. Left to right: Don 
Martin (standing), American 
public relations officer; Terence 
McGrath, of Cecil & Presbrey 
(who handle the American 
account); Jack Mawson, adver- 
tising and production manager, 


THAT Louis Demolin, advertise- 
ment representative Morning 
Advertiser, celebrated his golden 
wedding anniversary on Tuesday 

* * . 
THAT the public relatiens ac- 
coumt for Jacqmar Ltd. has been 
taken over by Foote, Cone & 
Belding Ltd. 

’ * a 
THAT one member has so much 
confidence in the National Feder 
ation of lronmongers’ publicity 
scheme that he has paid his sub- 
scription up to 1969 

* * . 
THAT Maung Maung, formerly 
editor of Engiish publications in 
Rangoon, has completed a three- 
months study of Central Infor- 
mation Office publicity methods, 
after having spent three months 
with the London Transport 
Executive and a few weeks with 
the BBA 

* * * 
THAT Paris students, to earn 
money to pay their way through 
college, are parading the streets 
wearing giant “bottles” adver- 
tising a brand of mineral water. 

* * . 
THAT a London advertising 
ugent holidaying by the Italian 
lakes interested to hear 
sponsored announcements from 
the loud-speaker systems on the 
lake steamers The music is 
imerrupted at intervals by a voice 
extolling the virtues of sunburn 
lotions, aperitifs, and the like. 

* * . 
THAT a device for feeding the 
dog or cat while the owner is 
absent is being offered in adver- 
tisements in New York Sunday 
papers. The contraption is fitted 
with an alarm clock and a drawer 
hike dish. When the alarm goes 
off, out slides the dish containing 
the animal's meal 


was 


pre-war prices 


British Travel & Holidays Asso- 
ciation; Sir Harold Boulton, chief 
representative in U.S.A. of the 
Association, Jim rurbayne, 
manager of the British Travel 
Centre, New York. Mr. Mawson 
has just returned from America 
The story of the next “Come to 
Britain” campaign was given in 
ADVERTISER'S Weexty, July 13. 


a 1-4 


THAT Joha D. Burton, adver- 
tisement manager of Petroleum, 
was married recently to Miss 
Juhan Craig 

* > > 
THAT Ventnor (Isle of Wight) 
U.DC. are to spend immediately 
the proceeds of a halfpenny rate 
on advertising the town as.a holi 
day resort to boost end-of-season 
business. 

* * * 
THAT by distributing 5,000 
leaflets from an aeroplane, the 
parent of one of the members of 
a Chingford (Essex) Scouts group 
attracted 2,000 people to the 
group's “Fortieth Fayre.” 

* * * 
THAT a Lewisham committee 
have selected eight entries as 
worthy of the final in the 
National Poster competition orga- 
nised by the Royal Society for 
the Prevention of Accidents. 

* 7 * 


THAT a test campaign for 
Crookes’ Vitamin Quota now 
running in three Northern areas 


is due to end in late August. 
And 

* * * 
THAT further campaign plans 


will be decided when results are 
known. 
. * 
THAT the Sheffield Telegraph 
and Sar (Sheffield) have organised 
an Old Folk’s Fund, as a result 
of which 1,400 old-age pensioners 
recently spent a day by the sea, 
at Cleethorpes 
* * * 
THAT the War Damage Com- 
mission at Penang, faced with the 
complicated task of assessing 
claims throughout Malaya and 
Singapore, have discovered in a 
mammouth catalogue published 
by the Army and Navy Stores in 
1939. the most solid foundation 
for their comprehensive list of 
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The Owl that refuses to die 


dabs or smoking dried leaves in the potting shed 
a poster was displayed bearing this message 


« If we walked into our stationer’s today and asked for an “ 


for years and years. 


by out-advertising you ? 
puts you on top and keeps you there. 

AS a first step 
We should like to discuss with you locations and allocations. 
In the Mills & Rocklicys Region, you will find that a new and 
distinguished type of poster presentation has replaced the old 
cheek-by-jow!l jostling of “ the hoardings.” Moreover, you will 
have the choice of several compact areas in which 
you can test, for a relatively small sum, the merits of 
different designs and the truth of our assertions. 


MILLS & ROCKLEYS 


Planned Poster Advertising 


MILLS & ROCKLEYS LTD - 21 QUEENS ROAD - COVENTRY 


pal hs ae 


“ They came as a boon and a blessing to men, 

“The Pickwick, the Ow! and the Waverley pen.” 

Owl,” he would 
look askance, because this pen, like the poster, has been out of circulation 
But the “ Ow!” still lives and so does the slogan 
because 4 good poster makes a permanent impression on millions of minds. 
Is your product name engraved on the minds of your customers? Or is it 
possible that someone else could wash it out of the public consciousness 
To be predominant and permanent, the poster medium 


When some of our more prominent advertising executives were sucking sherbet 
in fact, many years ago— 


The MILLS & ROCKLEYS 


BRISTOL 

CAMBRIDGE 
CHELTENHAM 
COVENTRY 


OEas 
DONCASTER 
GLOUCESTER 
HULL 


iPswicH 
LEICESTER 


DID YOU KNOW! 


You can reach nearly 2,000.00) (‘amles 
through poster advertising in ihe Mills 
& Rockicys Region, which wreiches 
from ipswich wo  Eveshaw fom 


Pomefract to Paignton 


ADVERTISER'S WEEKLY 


THE 
SCOTSMAN 


maintains a consistent circulation 
throughout Scotland’s middle 
and upper classes, and is the 
most effective morning news- 
paper in which to advertise to 
the country’s influential markets 


SCOTLAND'S NATIONAL NEWSPAPER 
North Bridge, Edinburgh 63 Fleet St., E.CA 


| your 


Colour is undoubtedly one of the 
most effective media to pul over 
whether on the 
exhibition stand, display unit, 


story, 


or in *offce or showroom 
| Autotype colour enlargements in 
oils, water colours or dyes easily 
steal the crowd. They are 


available in all sizes, squared~ 
up or cut-out, and are used by 
the best people. It’s wise to 
spend money on but 
colour has to be well done to 
secure the best results. 


Colour 
transparencies 


are regaining their popularity 


colour 


Colour photographs 


| 


with the easing of lighting 
restrictions. Autotype make them 
from prints, posters or originals 
colour- 
separation negatives. Now is 
the time to plan for autumn and 
winter 


Giant 

enlargements 

up to Bo sq. fl. in one prece, we 
take in our stride. Our resources 
for these big fellows are without 
equal. Your opportunity to test 
Autotype service comes when time 
is short. 


without resorting to 


AUTOTYPE 


The Astotype Co. Ltt, Brownlow Road, West Ealing, London, W.13. Ealing 209! 
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ADVERTISER'S WEEKLY 


> 
* 


in ** Advertising“ 


Write to K. D. Atkins, 


Mather & Crowther 
require a 
first-class visualiser 


and layout artist 


THis post offers excellent and interesting 
opportunities for a man of ability and 
initiative and with more than usual interest 


design ard typography. 


Mother & Crowther Lid 


Brettenham House, Lancaster Place, London, W.C.2 


wT 


(NEWS) 
OPSA DATA | 


SPACE BUYERS 


ISRAEL : Drastic rate changes 
apply on all current and new 
advertising as from 3st July 
1950 in the following papers : 


HAARETZ, DAVAR, and 
JEDIOTH CHADASCHOTH 


Before completing estimates 
please check on new rates 
with us. 


All Partecwlars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY 

HO Fleet St. London E04 Cen 549467870 


7H, | 


Fishing, Shooting, Hunting, Bird | 


Life and Natural History are a few 
of the subjects covered by experts in 


FIELD SPORTS 


magazine 


Published every other month, 
this magazine can help sell goods 
to people who appreciate “the 
better things in life.” 
Specimen copy, etc., from 
WILL KITCHEN JR 
(MAGAZINES) LTD 


13 FLEET STREET, E.¢.4 
Telephone: CENtral 1960, 3133, 3754 


Notice 


sO 
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| CURRENT ADVERTISING 


Notley Handle Third Co-operative 
Insurance Scheme For Life Offices 


NEW ACCOUNTS 


To Cecil D. Notley Advertising 
Led.: A goodwill campaign for 
| the Life Offices’ Association, to 
| promote ordinary life assurance 
(as distinct from the campaigns 
for the British Insurance Asso- 
ciation and of the Industrial Life 
Offices) Media will include 
nationals, selected general interest 
magazines, and selected provin- 
cials. The campaign will run for 
an initial period of eight months 
To Stuart Advertising A 
Ltd.: London Electricity Board. 
London evenings and provincials 
within the Board's area of 
supply. 


NEW CAMPAIGNS 

For Uford Selochrome films 
large spaces in nationals (includ- 
ing half pages in Daily Express, 
Daily Herald and News 
Chronicle) and magazines (in- 
cluding full pages in colour), and 
posters on the L.T.E. Under- 
ground system and bus sides. 
Agents: Everetts Advertising Ltd. 

For Star double-edge blades 
made by Ever-Ready Razor 
Products. roof cards in London 
tube trains. Agents: Young & 
Rubicam Ltd. 

For Macleans solid dentifrice, 
introducing new’ pack, in 


nationals and general interest 
magazines Agents: S. HL. 
Benson Ltd. 


For Maw’s teats, manufactured 
by S. Maw, Son & Sons Ltd., in 
women's magazines, Radio Times, 
national dailies and child welfare 


to NATIONAL ADVERTISERS | 
and ADVERTISING AGENTS | 
JERSEY & GUERNSEY 
BUS ADVERTISING 
Inside spaces available, sime 22° x 8° 


Outside Targets (Jersey only) 


Apply DARBY-WADE LTD. 


SHIRLEY ROAD, CROYDON 
Tel: Addiscombe 3147/8 


journals Agents: Colman, 
& Varley Ltd. 

For electric household appli- 
ances of General Electric Co.. 
Ltd., in selected provincials and 
extending in September to colour 
spaces in general interest and 
women's magazines, supported by 
leaflets and display pieces. 
Schedule includes: Britannia & 
Eve, Country Life, Countryman, 
Everywoman, Homes & Gardens, 
House & Garden, Housewife, 
Ideal Home, Illustrated, Ulus- 
trated London News, My Home, 
Picture Post, Queen, Sphere, 
Tatler-Bystander, Vanity Fair, 
Vogue, Weldons Ladies’ Journal, 


Woman Woman & Home, 
Woman's Journal, Woman's 
Magazine, Woman's Own: and 


the following Provincial papers: 
Aberdeen Evening Express, Bel- 
fast Evening Telegraph, Belfast 
News Letter, Birmingham Even- 
ine Despatch, Birmingham 
Gazette. Bradford Telegraph & 
4reus, East Anglian Daily Times, 
Eastern Daily Press, Edinburgh 
Evening Dispatch Edinburgh 
Evening News, Glasgow Daily 
Record, Glasgow Evening Times. 
Gloucester Citizen, Hull Daily 


Mail, Leicester Evening Mail, 
Leicester’ Mercury, Liverpool 
Evening Express, Manchester 
Daily Dispatch, Manchester 


Evening Chronicle, Newcastle 
Evening Chronicle, Newcastle 
Journal, North Eastern Gazette, 
Nottingham Evening News, Not- 
tingham Evening Post, Sheffield 
Telegraph, South Wales Echo, 
South Wales Evening Post, Staf- 
fordshire Evening Sentinel, Star 
(Sheffield), Western Daily Press, 
Western Evening Herald, Western 
Mail, Yorkshire Evening News. 
Agents: W. S. Crawford Léd. 
For the Terry Anglepoise lamp, 
made by Herbert Terry & Sons 
Ltd., from September, in women’s 
and general interest magazines, 
including /Jilustrated London 
News. Tatler, Sketch, Queen, 
Lady, Everybody's, Good House- 
keeping, Countryman, Ideal 
Home, Homes and Gardens 
Agents: John Haddon & Co, Ltd. 
For a new range to be intro- 
duced by Alligator Rainwear Ltd., 
two full-colour pages in Vogue, 
to be followed by a more exten- 


sive campaign in January. 
Agents: Scott-Turner & Asso- 
ciates Ltd. 


For Christy's Emulsion, a new 
protective hand liquid, made by 
Thos. Christy & Co. Ltd., test 
campaign in Berks and Hants 
papers. Placed direct. 

For Niagara blackcurrant 
syrup made by Barnett & Foster 
Ltd.. a “pilot” scheme in trade 
Press, selected women’s journals 
and nursing publications. Placed 
direct 

For Wm. Wren Ltd., to intro- 
duce a reformulated Cobra white 
wax polish, in trade Press 
new pack and display outer have 
been = designed Agents: T. 
Dixon's West End Agency Ltd. 


‘Poem’ Teaser 
Spelt Icilma 


Poem, for which teaser posters 
have been out for some 
weeks, has now been revealed as 
a range of matched beauty aids 
marketed for Icilma Co. by A. & 
F. Pears Ltd. The range consists 
of tinted foundation cream, face 
powder, lipstick and cold cream. 

Advertising for the introduc- 
tion of the range, handled by 
Lintas Ltd., wil! use Press, in- 
cluding colour pages in magazines. 
posters and oinemas. City Dis- 
play Co. Ltd. and Window Dis- 
play Co. have produced point of 
sale displays. 


Campaign for George Woollis- 
croft, fireplace manufacturers, is 
placed by Gordon Advertising 
Ltd., not direct as stated last 
week. 
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PUBLICATIONS NEWS AND NOTES 


‘Welcome To 
London’ 


The first issue of a new maga- 
zine, Welcome to 


London, ap 
peared this eg published by 


Pictorial Publications 
hk is aimed 


(London). 
at the better class 
tourist, and is distributed in 
travel offices in America, 
South Africa, and London, and 
in London hotels, some of which 
overprint on the front cover a 
“With compliments” message. 
Some copies are sold on book- 
stalls at Is. 3d. Each issue con- 
tains a detachable section titled 
“In London this month” 


review- 
ing entertainment and dining 
facilities Sole advertisement 


representatives are Pearl, Cooper 
Ltd. Page size 8 in. x 5} in.; two 
colour positions are available on 
covers. 


The current issue of Future 
contains a colour page for 
Joh@ Laing & Sons Ltd. (this 
advertiser's first appearance in 
colour) and an interesting page 
for Standard Telephones & 
Cables Ltd., illustrating in colour 
a human nerve cell. There are 
composite pages for packaging 
for industry and office efficiency; 
the next issue will feature a com- 
posite page on factory safety and 
hygiene. This copy contains an 
article on branded goods, and the 
effect of advertising on consumer 
purchasing 


In the July issue of British 
Hosiery and Knitwear, published 


by the Hosiery and Knitwear 
Export Group, there are interest- 
ing colour advertisements from 
Cox, Moore, of England; Pool, 
Lorrimer & Tabberner Ltd; 
Derbel Manufacturing Co.; and 
Foister, Clay & Ward Ltd. The 
Cox, Moore advertisement, a 
colour page inside front cover, 
shows six pairs of men's hose 
being worn, credits Simpson 
of Piccadiliy for the trousers, and 
Lilley & Skinner for the shoes, 
and also finds space to list 32 
overseas agencies without the 
page appearing crowded. The 
issue has 66 pages plus cover (36 
advertisements) 11 in. x 84 in. on 
art paper, and is spiral bound. 


announce new 
(13s. and 12s. per s.cui 
tively) from January 1, 
A.B.C. circulation figures for 
January-June, 1950, were: Daily 
Examiner, 43,921 copies per issue; 
Weekly Examiner, 29,058. 


rates 
respec- 
1951 


The publicity division of G. B.- 
Kalee Organisation has produced 
Gaumont-Kalee News, which dis- 
cusses the organisation's products 
for the cinematographic industry 
in a “newsy” manner. First issue 
is a Six-page 1S in. x 11 in. 
brochure, with a number of 
photographs and no advertise- 
ments. At present a quarterly, 
it may become bi-monthly. 20,000 
copies of the first issue have al- 
ready been demanded by over- 
seas agents. 


Legal and Gazette 


Voluntary 
Liquidation 


of creditors of K. G 
134. Nouing Hill Gate, 


At @ mecting 
MacQuren Lrp., 


W 11, designers and producers of adver- 
tising displays, a statement of affairs 
showed liabilities amounting tw £5,960. 


creditors 
to produce £528 but they were all 
absorbed by preferential claims totalling 
i944 The issucd share capital of the 
company amounted to £100 and, so far 
as the shareholders were concerned, there 
was a total deficiency of £9,060. 

The turnover from October 
December 31. 1949. amounted to £22,558. 
and « trading low was incurred of 
£2,522. Since January. 1950, the turn- 
over was approximately £12,000 
Creditors expressed dissatisfaction with 
the position, and agreed that the matter 
called for investigation by an inde 
hquidator it was resolved to confirm 
the voluntary liquidation of the company 
with Mr. David Morgan, accountant, as 
liquidator. A commitice of inepection was 
appointed. 


1948. Ww 


al caphal tie. Direcear Mn. 
Kay Foster 


(Publishers) 
To take 

a publisher of 

and Television” at 92, 
Fleet Street. B.C by V 
Nominal capital £250. Directors: P. J 
Garrini, V. Brodsky (ch). J. M. L. Ridiey 
Lsed., 177, Eicet Street, 

EC Posterstamp =. printers. 
Nominal capital £1,000. ectors: L.A 


Stonach, V. L. D. Danvers. S.J. Browne 
Pub Bares Lad. 
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HIGHEST GRADE 


en likin 
®\ 
> 
& ‘ 
wa lh An i’ 
SHOOTING! 
~ 


Gilloa's fine drawing pens 

are made for artimts © . 
underaand pens by 
how w use them, and « 
cons-suence, will not re 
pan war pen unless its pr 
made the grade. tt does pay t 
sell a pen that merely shoo o line 
instead of drawing one 


hun 


JOSEPH GILLOTT AND SONS LTD 
Victoria Wi 


forks. Birmingham. | 
Lendon Office, 
New Street, C4 


a. 


CARDS - ST Re 
PS ostera 


Consull-” frre 


SILK SCREEN ARTS L® 


97 SHIRLEY ROAD CROYOON 
aooriscomeet 14 +6 
SPEEDY Stavict 
) EXPRESS / 
OBLIVERY 


LEAN © SHARP 
RATTSMANSHIP 


Erdingwoa, Birming- 
capital £500. Directors 


H. Band, K. L. Etheridge, Florence B J 
Towey and L J. Roberts 

Cake Company Ltd, 26 Avenue 
Chambers, Southampton Row, W.C.i. 


Propnetors and publishers of newspa: 
Nominal capital £5,000. Directors Pp 
Champneys, H. N. Evans, F. W. A 


consut us For DAY-GLO} 


SIGNWRITING 


Te wmEET EVERY REGQUIFT MRT 


REGINA STUDIOS SIGNS & DISPLAYS) ITD 
’ 


?. sesren f0a8 HAnwtil Ww? 
om 


Londen, W.0.2.) 


WILL 


Me. Laveancr Perorsick Houman, pro 
prietor of Holman (Laurance) Advertis- 
lett ‘’ SI8 I6s. Sd. gross, 


the soodwitt of bis business 
anguity of 126 a month to 
Munro-Holman “who 
shared with me ali the Gangers of the 
blitz and never even when the big glass 
dome came hurtling down showed the 
sightes wace of fear’ an annuity of 
£200 w Casper Walter “colleague for 
over forty years and carctaker of all my 
accoutts since July 1, 1916, when the 
service was founded”; half a year's wages 
or s@lary to cach other of his employers 
or of the Laurance Holman Advertising 
Service (‘including the 
the stoker™), so 
his death and not under notice 
to the National Advertising 
Society 


CREATORS IN 
“PERBSPEX™ 
Specialists in mas production of 
ey Gs ae Seen On 


Our comprehensive service vludes 
Desgn, Sik Screening Meta! Parts ch 

ORBEX PLASTICS 

Buxton Mt., London Rd., Maochevter. | 

Tel: Ardwick 105) 


SILL KITCHES JR LTD NEWSPAPER Amo 
ZINE REPRESENTATIVES WILL KITC 


© NEWSPAPER AND MAGAZINE AEPRESE 


ADVERTISER'S WEEKLY 


-CLASSIED ADVERTISEMENTS 


(Continued from page iii af cover) 


FREE LANCE SERVICES 


ADVERTISING VERSES. Irritating 
because they don't San. & Many must 
lowe mm value its & spectaliat's job. 
BM KPFEM WC! 

FIRST CLASS FIGURE ARTIST requires 
tree lance work Eapericnced im ali 
moka 
foe 199 Ad Woekly 180 Pleet S& BC 

ay ecm "> be 
Pramess W (lone 
Lettermg spec B. 
your colowr roughs 
Rox 23) Ad Weekly 180 Plieet St BCS 

EAPERIENCED ae + BOOK 
ULESTRATOR . 


Finwhed work from 


ance work -~= 
Bow 343 Ad Weekly 180 Pieet pls ne 


A STORY TO TELL 
AND GOODS TO SELL 


Free lance copywriter offers 

services at moderate terms, 
Box 335 

Advertiser's Weekly, 180 Fleet Se., £.C.4 


BUSINESS OPPORTUNITIES 


cuT 
YOUR COosTS 


Advertising Managers 
consult 


UNIVERSAL SIGN ERECTORS 
For All Outdoor Publicity 


233 Clapham Road, 5.W.9 
Brixton 4271 


THE PROPRIETOR of an old established 
advertising agency, with considerable 
personal experience and proved ability 
in wholesale and retail stores adver 
ene invites inquiries from reputable 
fives who feel the need for capert co- 
operation with the asics and adver 
tising depertmenms of require the full 
sorviees of @ goed advertising ageney 
capaMe of handling their Press publicity 
preeting output and general detail work 
asseclated with advertising and selling 
An ¢effkiemt executive can be provided 
if necemary, for full time attendance 
at the advertiver’s premises to maintam 
co-ordination internally and with the 
agency's production department KRemu 
neration would be according to services 
rendered mmy 
Box 140 Ad Weekly 180 Pleet St BO4 


DISPLAY AND 
EXHIBITION 


Contractors. Opportunity of 
acquiring controlling interest in 
established well connected busi- 
ness holding important contracts 
for 1951. Personal reasons for 
retirement of advertiser. Sub- 
stantial timber wall and flooring 
stocks. Sound executive manage- 
ment, key personnel and com- 
plete specialised staff available 
Ses 47 
Advertiser's Weekly, 00 Fleet Se. £04 


— 
~ ee 


See August 3 issue of Advertiser's 
| | Weekly, pages 210 and 21! for 


the Advertising Services 
& les Section. Aug. 3! will 
be next issue ing 


| | these services. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACAN 


FIRST CLASS 
VISUALISER 
REQUIRED 


by London Agency handling 

well known National accounts. 

Must be a sound creative man 

with agency experience, High 

salary—for a high standard. 
Write ART DIRECTOR 


Box 359 
Advertiner's Weekly, 160 Fleet Se., £.C4 


COMMERCIAL ART DEPARTMENT 
of producers of publicity material and 
pone showcards have vacancies 
or Artists specialising in any oF all 
Process retouching, colour finishing. ley 
out and lettering. Age, cxperience and 
particulars in confidence, before inter- 
view whh specemem 
Bou 310 Ad. Weekly 180 Pleet St ECF 

STUDIO MANAGER, with \ay-our and 
drawing cxperience. required by Agency 
Ability to organise steady flow of work 
Good position in pleasant surroundings 
for a reliable man. State experience 
fully, age and salary expected to 
Box 344 Ad. Weekly 180 Fleet Si C4 


GENERAL 
ARTIST 


Required by London Studio 
Wash, line, some retouching. 
Experience engineering sub- 
jects an advantage. apable 
earning £500 pa. or over 
Excellent conditions, five-day 
week, permanency offered. 
Write or phone: 


BATESON & STOTT 


45 St. Paul’s Churchyard, E.C.4 
CENtral 2664 


YOUNG MAN OR WOMAN required 
as Assisiant in the Publicity Department 
of a rapidly growing enginecring organi 


sation in S.W. London Experience 
not cesential, but applicant must have 
@ good head and be capabic of taking 
responsibility for routine work of 
Department. Good opportunity to learn 
publicity work = ¥) noms. 
Kingsway Hall. Kingsway, W © 
EXPERIENCED LETTERING ARTIST 
required in the London Studw of 
Alfred Bates & Son Lid Must be 
qukk clean worker Apply with 
specimens, © Studio Manager, 110 


Fleet Sweet, EC 4 


ADVERTISING AGENCY has vacancy 


lor male clerk in Advertwement Dept 
agency experience an advantage but not 
ewential Aliso Junior male clerk in 
Accounts a “F.. some hook 
keeping experience. Wr 

Box 136 Ad Weekly 100 “Fleet Ss rce 


APPOINTMENTS VACANT %. per tee. APPOINTMENTS WANTED 
oy Display pawel 36s. per tech. AB other chasdifications Ss. 64. per line 
Display panel 46s. per inch. Minimem Gree lines. Each line cousiets: of average of 
24 letters, ignoring space. Geox sumber counts as ove time and & to be paid for. 
A@@iicas tee of 94. & charged for ave of Box Office. Series discounts: 21% on 7 
tmseftions, 5%, on 13, 104%, ce 24, 15%, ow & All advertivemests for less than seven 
Josertions BE PREPAID. Address “Advertiver’s W 188 Fleet Street, 


APPOINTMENTS VACANT 


A FROCaaastys FIRM IN THE 
LIGHT ENG ERING ficid require 
&@ publicity no to act as anon with 
the Firm's adverusmg agent. Qua'ifica 
ons are a sound knowledge of the 
production side of Advertiming and th« 


ability to keep accurate records Write 
giving afc. particulars of pest exper 
ence and salary required two 

Boa 358 Ad. Weekly 180 Pleet St BC4 
} 25-35 to 
publicity detail in Edinburah 
leading Whisky Distillers. Good all 
round Knowledge of Advertising routine 
4 vi. noveltics. cic. an advantage 
e sociient prospects. Write 


Box 305 Ad Weekly 180 Pleet St BC4 


RETOUCHING 
ARTIST 
Required by Studio of 
Advertising Agency 
384 hour week, full holiday 

and sickness payment 
scheme. Salary £500—£750. 
Interesting work, excellent 
conditions and permanency 
offered. Write fully in 
confidence to 


Box 179 
Advertiver’s Weekly, 100 Fleet St., E.C.4 


VERY PROGRESSIVE FIRM 


of Toy 
Manufatwurers require Assistant De- 
wagner, 22-26, capable of creative 
work and versatile in al) forms of com- 
mercial att and design; must have good 
knowledge of packaging, display, letier- 
ing, catalogue work and reproduction 
processes; ecacelient opportunities of 
advancemenm for right man; ideal con- 
ditions; modern factory; canteen. Full 
details past cxperience, salary required, 
cx.. wo J. & L. Randall Lid, Merit 
House, Potters Bar, Middiescx 


GENERAL CREATIVE ARTIST required 


by Periodical Publishing house with 
ageny Of studio cxperience. Must have 
sound knowledge of ietiering and photo 
retouching. Apply. firs: by letter, sat- 
ing age, Qualifications, experience, and 


salary 
Box 322 Ad. Weekly 180 Fleet St BC4 


ARTIST 


Required immediately, general layout, lettering and 
design artist with some agency experience, knowledge 
printing processes and typography. Suit young man 
who feels the need for individual development in 


congenial environment 


training, experience and salary (no specimens). 


E. WALTER GEORGE LIMITED 
25 LOWER BELGRAVE ST., LONDON, S.W.! 


Write giving age, details of 


| 
| 


| COSTING AND 


| 


LAYOUT. AN EX« EPTIONAL LY IN- 
TER ESTING VACAN 


commencing salary of not lew than £800 
p.4.. and should prove a sold 
The questic 
days need not deter applicant. 
Box 312 Ad. Weekly 180 Pleet St BC4 


SERVICE 
ADVERTISING 


Require another 


PRODUCTION 
ASSISTANT 


We need another experienced 
Production 


Dept. Must have sound common 


assistant for our 


sense and possess practical 
knowledge of ordering type- 
setting, blocks, etc., and getting 


material to papers. 


Write fully, stating present berth, 
accounts for which responsible, and 
salary required to Mr. Tidy, 
Ltd., 


77, Brook Street, London, W.|. 


Service Advertising Co. 


Our staff know of this advertisement 


INVOICE CLERK 

required Maic or Femaie Know 
ledge of block making or printing an 
advantage S-day week. Good canteen 
Apply, Mr. Croxton, The Sun Engraving 
Co. Lid.. Watford 

CENTRAL COUNCIL FOR HEALTH 
EDUCATION invites applications for 
the appointment of Publications Officer 
Salary according to «@ and quailifi- 
cations in the scale £800 x £25 to £900 
The post is superanouable, Application 
forms and conditions appointment 
may be obtained from the under- 
mentioned: Robert Sutheriand, Medical 
Adviser and Secretary PS eee House 
Tavistock Square 


YOUNG MAN requ call as pg ge 


in Publicity Dept. of large tron and 
Stee! Co Must be «& practical man 
with interest in Enginecring and Indus 
trial subjects Apply. in writing, giving 
full details of age, expericnce and salary 
required t Publicity Manager. Cox & 
Danks Lrd.. Scapa House, Park Royal 
_ Road. N.W.10 
PART TIME § THAND TYPIST 
required by journalist Applicant able 
t work one evening per week would 
sult Good salary 
} Rox 337 Ad. Weekly 180 Fleet St BC4 
| OLD ESTABLISHED trace and technical 
journal requires advertising representa 
tive Age about 40 Commencing 


salary £1,000 per annum 
Superannuation 
Box MS Ad. Weekly 180 Pleet St BC4 


London area 


Avoust 10, 1950 


APPOINTMENTS VACANT 


BLOCK & ANDERSON 
LIMITED 
Manufacturers and Distributors 
of office machines and systems, 
REQUIRE IMMEDIATELY Assist- 
ant Advertising Manager. Must 
be good all-round man, special- 
ising in Copy. Successful 
applicant will be responsible 
for Sales Promotion Copy and 
editing Company's House Organ. 
Write in detail, 58/60, Kensing- 
ton Church Street, London, W.8. 


BRIGHTON 


vacancy Occurs for an all 
round Commercial and Lettering Arust 
capable of working on own. Some 
furnished accommodaiion availabic 
Write Harwood Press (Advertising) Lid., 
47, West Street, Harrow, Middx 


PRODUCTION ASSISTANT required by 


larec London Advertising * 
Young man, aged 20/23 Previous 
Agency ecapericnce an asset, bul pot 
esenual. Congenial position with scope 
for rapid advancement. Applications in 
own handwriting should be concise, and 
indicate salary expected 

Box 330 Ad. Weekly 180 Pleet & BC4 


NATIONALLY KNOWN COMPANY in 


the north-west have vacancy for a young 
man aged 25/30, as Advertising Assist- 
ic will work with the Advertising 
propaganda proviems 


connected wit Home and Export 
marketing. T applicant 
be thoroughly 


writing 


tunity 
imtmt ¢ 
confidence. giving details o 

and salary expected, to MANAGING 
DIREC TOR 

Box 357 Ad. Weekly 180 Fleet St EC4 


“REPRESENTATIVE” 


vertising Photogr phy representative 
required by PANTON TUDIOS. Excel- 
own 


lemt prospects for man able to use 
initiative Salary — ma 
expenses. Write, stating age 

ence to Studio Manager. “S- re Gerrard 
Street, W.1 


COPYWRITER 


. 


AND IDEAS 
required by book publishers to plan and 
carry 
paigns from start to finish 
opening and particularly oe 
work for a man under 35 with 00. 
sort of experience Salary £500- 
Write fully. in strict confidence, 
Rox 320 Ad. Weekly 180 Ficet s BC4 


LEADING LONDON 
ADVERTISING 
AGENCY 
are moving into a bi 


and are enlarging t 
staff. 


er studio 
ir studio 
Vacancies exist for : 

| General artists 

2 Letterers and 


Retouchers 
3 Creative 

Layout artists 
Five day week, superannuation 
scheme. Applicants should 


write fully, — be salary 
required and details of previous 
experience. 


Box 126 
Advertiser's Weekly, 180 Fleet St., ECA 


"Phone your Classifieds to CHA 8844 (Ex 23) 


PRODUCTION ASSISTA 


NT required by 
medium sized West End agency. Experi 


ence required in keeping 

handling schedules. ordering blocks, etc 
Shorthand typing Five-day 
week Hours 9-5. Write experience 


and salary required 
Box. 342 Ad. Weekly 180 Fleet St BC4 
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Auoust 10, 1950 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACA 


ART EDITOR required for group of 


: ‘ COMMERCIAL AND ADVERTICING 
a cote Poe eG ote PHOTOCKAPHER, ose hy NOT es 
ah out man. Production cxperience not APPOINTMENTS VACA R a A Laas _~* olous 
* so csental Salary £750 Write is worker Traneparcncss en prints, Tre 
strict confidence to : SPACE SELLER required. copabe of Boa 358 Ad Weebly lao Plea b: BCA 
‘ Box 319 Ad. Weekly 180 Fleet St BC4 FIRST CLASS earning e009 and — a sctling . AAs... 
ag SHORTHAND-TYPIST required for Pub- medium ae ast 6678 
4 lietty Department Accuracy and good LETTERING ARTIST AN ADVERTISING MAN 
: Engish cssentua! interesting, varied APPOINTMENTS Ww 
work for intelligent person Apmy REQUIRED ED of exceptionally wide and practical 
Publicity Manager, The APY. Com P . e ence. with n i high 
pany Lid. Wandsworth Park, S.W.18 Good Salary according to ability EX-ART STUDENT (WOMAN 2 pee ae “ey ate So Cho eae 
» . . vertming crc + services in an 
ORDER CLERK required by jeading Gm | | GORDON-LAWRENCE SERVICE LTD wishes tearm poster, jacket design, | [oo ron aa 
of Commercial Printers in East Affica - lettering, ctc by studi moloy ment umatrative capacity 
Must have thorough knowledge of 4 Gement’s inn, W.C.2. Hol. 8204 Willing to start from scratca, but must Bex 350 
% letterpress and be a t rganise office also carn adequate living 
and interview customers. Starting pay ADVERTISING Appicatom are io Box 349 Ad Weekly 180 Flee: S BOs Advertiner’s Weekly, 100 Fleet St. £.C.4 nN 
and allowances £780 per annum Analy vited for the posauon of Senior Assist ar -—— Nani — 2%, a, © work ie 
with details of experiences “3 ry 7 am in Ad\crusig Deparumem, Sooursh my Ocernal EXPERIENCED PRODUCTION MEN 
Me ences, to Davis & Soper Lid., $2 & 54 Co-operative Whowsale Sonety, Lid experie: Q) Expert knowledge of Process 
: St. Mary Axe, London, B.C Appixants (under 45 years of age) Box ry “Ad Weekly 180 Fleet & BCs Engraving = Used tw comtactng chent : 
shoud have thorough koowicdge adver Desirous of travelling Setting appts ' 
mM practice, and must be abic Ww hot required 
PRODUCTION ASSISTANT write good copy Only fire-<class men PRINTERS . Box 338 Ad. Weekly 180 Pleet S& Pe 
need apply forms of application may SOMEWHERE IN ENGLAND «© an 
with previous agency experience, be otftaincd from Adverteing Manager Advertising Agency in need of a fire 
capable of varied work with minimum of oo ws cit a Bccrece Sires LONDON OR COUNTRY cass photographer. 1 am ae phito 
) supervision Fullese details of ex heen as seeing Cate Sontag preter: a here the seency . oe 
. 2 < ‘ ceki ) Fleet 
' perience, age, salary required, to ADVERTISEMENT SPACE SALESMAN A gentleman, having a wide and 
required by umportact newspaper group lucrativ nection m 
yah G. S. GERRARD, Age 21 w 35. Some caupericnce of space e con a ong PERSONAL 
: 10, Argyll St., Oxford Circus, W.! seibng = cmcntial Good prospects users of Ist quality print desires 
Appiy 
Bon 363 Ad. Weekly 180 Fleet St BC4 affiliation with medium sized wus Box NO. 194 please contact the 
gf SHORTHAND TYPIST required in Space A PROVINCIAL PUBLISHING HOUSE Classified Ad. Weekly. CHA #544 Ex 
9" Department of Fleet Street Agency . firms who are thinking in terms 23 
Pe: Interesting work and good prospects secks the services in London of an 
= Write details of speeds, age experience experienced space representative with of future competition and are 
and salary required to . Agency conmecuon, to handic interesting f PRINTERS 
Box 360 Ad Weekly 180 Fleet St BC4 acces. cerem by arrangement now prepared ior increased . : 
ASSISTANT REQUIRED (male Box 364 Ad Weekly 180 Fleet St BC4 turnover. . 
emaic), for ‘copy dmitribution cparit- VOUNG MAN, some capericnce Product facali wilable f 
: " ‘ ‘ . publish ucthon acuities av »/ or 
aes at ee See Nene fee img and tymng preferred, wanted for Bex 370 —— ge established monthly - 
pal apects. Give details of experi- copywriting ang other duties by leading Adverti er's Weekly, 180 Flee: S604 Demy Octavo approximately : 
gi : udlishers ae 32 w 4 with « run of 20 to t 
Box 361 Ad. Weekly 180 Fleet St BC4 on. 365 Ad. Weekly 180 Fleet St ECA 40, Phe dees a : 
» a” RETARY TO ACOOUNT EXECL- PRODUCTION MAN, 24. at present amt 4 
é . 24, seomt a ws ‘ g 
TIVE required by well-known West editor, technical weekly, secks change 6 a ty Ses Tee, 
Young End Agency Previous experience and Two years print (all branches, Diploma) 1 at i . ee 
good stenography csentia W rite Five years agency practice ¥ ve — = 
Stating age, experience and salary London Agencies fully cover Telephone: LEY 1164 
required to technical side of advertisin hud: 
ADVERTISING Box 371 Ad. Weekly 180 Fleet St BC4 - a 


security printing 


- 
b 
j Box 314 Ad. Weekly 180 Fleer St £4 - 
ARTIST FOR MANCHESTER YOUNG MAN, 18, matric cxempt . 
EXECUTI New Agency in the proces of Natiomal Service requires imercsung J t 
developmemt requires a capable Dosition with national magazine oF : 
arust for general reative and gewepaper § 
finished work of s good mandard Box 334 Ad. Weekly 180 Fleet Si BC4 ARTISTS! 

E end of arepe on varied accounts ASSISTANT EDITOR (and Aeeeant wo Child be MM + 
resent staff know of this announce- Managing Director) of series London ~ > 
ment. Write for appointment to weekly newspapers, moving to Barns Musretions. Figure Work 

for British Box 368 taple area (N. Devon), secks situation im Advertising 
Advertiser's Weekly, 180 Fleet S¢., £.C4 Ased 9 widely eaperte nced, competent Phone or write H 
= usiness and of editorial swnhegement ? 
Advertising Agency = - Bright feature writer boo THE TUDOR ART AGENCY 
FIRST CLASS STUDNM) of London (own apparatus, processing r driv OL. 6841 | FURNIVAL STREET, £.c4 
Advertising Agency has a vacancy for Offers invited (not necesar : — 
in a General Commercial Artist of out Newspapers of prinicrs) kd 
sanding ability. The salary offered is welcomed. All letters answered = > : ) 
exceptional and based solely on the Box 469 Ad. Weekly 180 Fleet St BCA (Continued on page 251) 

PAK 1 STA N Qualifications of ‘he successful applicant 

Appomtument would provide for holiday 


arrangements made 

Knowledge of Advertising Box 31! Ad. Weekly 180 Pleet St BC4 TENDERS 
: : ~ , 

Agency practice es ntial. Job YOUNG WOMAN, age approx. 20 or 


over, required for Copy/ Despatch dept 


t m initiativ n of London Agency. Previous experience : 
calls for some tiative and not essential. Good salary offered and : 
» energy as man selected will be holidays for this year will be con- 4 
sidered. Write fully including age, ex : 

working on his own much of the perience, if any, and salary required to 


time. Age ideally 25/28 either Bo« 130 Ad Weekly 180 Pieet Sc BC4 COUNTY BOROUGH OF SOUTHPORT 


ADVERTISEMENT REPRESENTATIVE 
single or married. Good salary, wanted for first class technical 
allowances and home leave and Quarterly with important reulation 


net at present carrying advertising 


excellent prospects of promotion eg oy 7 SOUTHPORT OFFICIAL GUIDE BOOK AND 


for the right man. 


ages go gy STREET PLAN 195! 
. 


Maps, Street Plans. Golf Books 


: Advertiser's Weekly, 180 Fleet St., E.C.4 Gat Cee Bs Basis Fullest The So thport Corporation invite tenders for the 
; Not later than,|9th August. bow 35) Ad. Weekly 180 Fleet St BCs printing of the 195! Southport Official Guide Book, and 
. SUBSTANTIAL ENGINEERING FIRM the Official Sree: Plan for 1951. 
im Hertfordshire req ures services of First Class 
Techalesl Author to ee peapecmibie far RETOUCHING ARTISTS Specifications may be obtained from the General 
preperation of Air puntications. Fisass Manager, Publicity and Attractions Department, Town 
write giving full details of education, also 
subsequent employment and _ salary Hall, Southport 
sougm to Box At 53894 Samson 
Gark's $7/61, Mortimer St., London, saegap ARTISTS Tenders in plain sealed envelopes endorsed ‘‘Official 
FIRST CLASS LETTERING ARTIST ’ i Guide Book Tender” or “Street Plan Tender’ in the 
required. Good salary Holidays. Five Excellent conditions, highest top left-hand corner must reach the undersigned not later 
Box 301 Ad. Weekly 180 Fleet St BC4 wages paid for experienced men than 10 a.m. on Monday, 4th September, 1950. 
ASSISTANT ADVERTISING MAN. 
AGER W ANTED py arge cnginecnng Box 347 
Organisation neat Manchester to control Advertiser's Weekly, 180 Fleet St., E.C.4 Town Hall, R. EDGAR PERRINS, 
commer 4 and <r e¢ sade oF 
adverusing department employing staff - Southport. Town Clerk. 
often Engineering knowledge not essen OPPORTUNITY for real live SPACE 
tial, bot must be over 40 and SELLER (Gady or gentieman), to rep Ist August, |950 
thoroughly experienced in purchasing resem and develop 2 new Trade Pubii- 
agency relations, staff control ctc. State cations in London Salary and liberal 


age, experience and selary required to Commis : 
Box 362 Ad. Weekly 180 Fleet Si BC4 | Box 355 Ad. Weekly 180 Fleet St BC4 


'Phone your Classifieds to CHA 8844 (Ex 23) 
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‘CORONA have used 
Younger Budget Films 


Starting in the middle twenties with three Younger cinemas, Thomas & Evans 
Limited, the manufacturers of the famous ‘Corona’ range of Family Drinks 
and Squashes, are now using hundreds of Younger cinemas every week in this, 
the 25th, year of the Younger screen service. 


POSITIVE PROOF OF PULLING POWER 


* steseiiaieaguaaaintaien 


To see the latest Younger Budget films write or phone A. H. Mclsaac. 
YOUNGER PUBLICITY SERVICE LIMITED 
28 ALBEMARLE STREET LONDON W.! TEL: REGent 6593 


Tururspay, Aucust 10, 1950 


D. acopy 
40/- a year 
Post free 
(45/- overseas) 


STOP PRESS 


“* CHRONICLE ”’ 
RATES UP 


“News Chronicle” rates M4 
from £12 to £13 per s.c.i. 
s positions. In- 
crease takes effect October 1. 
juction costs newsprint 


official 
Britain exhibition guides. 


“ MINISTER’S” SOLD 


Hutchinson Periodical Co. 
confirm sale “Minister's Gazette 
of Fashion.” To be incorporated 
“Tailor and Cutter.” 


BEVERIDGE COMMITTEE 
4 TO STUDY U.S. RADIO 


Sub-committee of Bovesties 
committee, including 
Elgin, Mrs. Mary Stocks, te 
Selwyn Lloyd, M-P., and Mr. 
Ree US. 


COLOUR }-PAGES}FOR, 
NEW WRIGLEY GUM 


New Wrigley chew =. 
Fruity Juice, introd 
colour half- 


stream 
ties, starting 
Agents: Grant Ravert Lid. 


FIVE ACCOUNTS TO 
GRANT (INDIA) 


Grant Advertising Inc., 
cutta, appointed to handle ro 
vertising in India for Jenson & 
Nicholson (India), paint manu- 
facturers; Smith Stanistreet & 
Co. makers, pharmaceuticals 
and toilet preparations; Hind 
Sewing Machines, Free India Dry 
Accumulators Lid. East India 
Distilleries & Sugar Factories 
Lid. (managing agents, Parry 
& Co., Ltd.) 


[ ~ WASHING MACHINE, 


_ FASHION ACCOUNTS TO 
* GORDON ADVTG. 


Gordon Advertising aqpetates 
ents to H. Fisher ( am) 


cam in nationals) and to 
Juno ashions Ltd. 
styles. 


Published by the Proprietors, BUSINESS PUBLICATIONS, itd. at their yt at 180, 
Staples Press 


August 10, 1950. Printed in England by Limiced at their Great Titchfield Street, 


Fleet Street, London, E.C.4. Ba Caney ass) 
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